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FORGES another LINK 


IN THE 


CHAIN of PROGRESS 


Acme Redi-trim, with the Arrogance of Aristocratic 
Superiority to which it is justly entitled, is prov- 
ing and convincing thousands that its Quality, 
Strength and Color are far beyond comparison 





A 





with any other corrugated material......... 
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The highly tempered features of Acme Redi-trim 
jealously guard its right of dominance with a 
50% HEAVIER Sulphite paper stock that CAN‘’T 
be REMOVED from the backing sheet, conse- 
quently resulting in a _ corrugated material 
stronger and heavier than any on the market. 


As to color, Acme Redi-trim is saturated from 
front to back with the finest obtainable dyes to 
assure the brilliance of hue so necessary to the 
aristocratic display. For the discriminating dis- 
playman, Acme Redi-trim incorporates a backing 
sheet complete with punctuation marks, letters, 
numerals, guide lines and seasonal designs to 
be cut out as desired. Acme Redi-trim is avail- 
able in 30”, 48” and 60” widths; in two finishes 
—Bond and Gloss, from the Better Display Equip- 
ment Dealers throughout the United States and 
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ACME REDI-TRIM Division of Acme Window 
Display Service, Inc., will occupy Booths No. 17 
and No. 18 at the I. A. D. M. Convention at 
Washington, D. C., from June 26th to June 30th. 
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"In my opinion, merchants confronted with the 
problem of showing a profit in 1938 in the face 
of increased taxes and higher selling costs, will 
do well to scrutinize critically the pulling power 
of their advertising and display. With empha- 
sis placed on ideas, rather than costly fixtures 


and backgrounds, every window should be care- 
fully planned to sell the store as a whole as well 
as the items displayed."—C. A. Shinn, vice- 
president, The Denver Dry Goods Company, 
Denver. 





OUR NEXT ISSUE 


G. Alvin Smith, whose display sketches and de- 
tailed construction instructions for a series of 
"Cotton Week" windows are found on pages 10 
and II! of this issue, will again be a contributor 
in the May DISPLAY WORLD. His drawings, as 
well as those of James Kiley, another regular 
feature of DISPLAY WORLD, will show timely 
display ideas applicable to various types of mer- 
chandise. Prominent displaymen will have vitally 
interesting articles and photographs in the next 
issue—a total of twenty.or more. 





THE COVER 


To Malcolm J. B. Tennent, Meier & Frank, 
Portland, Ore., goes the cover position this 
month for his spring opening display of Del 
Monte-Hickey's two new colors for this season, 
Sung beige and Yuan blue, inspired by old 
dynasty colors. For their setting, a highly imag- 
inative arrangement of colors—cloud effects in 
blues, greens, pinks, and lavenders seemed to 
float over deep blue water out of which arose 
a metal spiral set piece. 











qe 
re 








| visu 
wor 
| it SELECT 
T 











A $120,000,000 INDUSTRY ON EXHIBIT 
DISPLAY BUYERS DON’T MISS! 
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The 1938 International Association of Display Men Convention, Hotel Mayflower, June 26 to 30 
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Surrealism Influence 
Still Manifest 


A displayman of the old school, returning 
to the earth after a few years’ sojourn on 
some other planet, might well rub his eyes 
and ask in bewildered tones: ‘“What’s hap- 
pening to display?” For the “spectaculars” 
in the windows of many of the country’s 
leading stores represent radical and far- 
reaching departures from the displays so 
prevalent a relatively short time ago. 

Surrealism, whose influence colors so many 
of the displays in vogue~ today, struck 
America concurrently with an exhibition of 
the weird art by Salvatore Dalia year or so 
ago. It was.immediately made the theme of 
numerous displays which had tremendous 
stopping power, because of their novelty, but 
probably did little in the way of actual 
sales. At that time it was considered a 
passing fancy which would vanish in the 
face of more bona fide art. 

But strangely enough, surrealism has per- 
sistently cropped up in the display windows 
of this country, although fortunately in mod- 
ified and more pleasing form than _ the 
macabre creations at first evolved. Whether 
we like it or not, it is an undeniable influence 
on display. Some displaymen have suc- 
ceeded in using it with discretion and have 
produced some really outstandingly attrac- 
tive displays which managed to retain their 
selling power in spite of the distracting pres- 
ence of surrealism. 

One of these men is Tom Lee, Bonwit 
Teller & Co., New York City, whose recent 
“Trompe 1’Oeil” series furnished a conver- 
sation piece for blase urbanites. These 
windows were inspired by the Seventeenth 
Century peep box in the “Trompe 1Oeil” 
show at the Julien Levy Galleries. All but 
a center portion about 5 by 3 feet was 
blocked out of each window on Fifth ave- 
nue and crowds had to stand in line for a 
chance to see what was on display. It 
might seem willful, not to say silly, to put 
a fabulous amount of merchandise on dis- 
play, including costly furs, jewelry, and 
dresses by Chanel and Molyneux, and then 
mask all but the center of the window, but 
there was sly method in the madness. The 
canny tricks of forced perspective, as prac- 


—One of the best displays of surrealist 
influence to be used on Fifth avenue is this, 
by Tom Lee, Bonwit Teller & Co., titled 
"Soles Are Rising." Several of Lee's "Trompe 
l'Oeil" displays are shown with the New 
York article on pages 6 and 7— 


ticed by some of the greatest painters from 
Greek to surrealist, were utilized to produce 
almost magical illusions through directed 
vision and controlled lighting. 

“Trompe 1’Oeil,” as Julien Levy explains, 
means “fool the eye—painting where the em- 
phasis is placed on an optical trick—the 
creation of an illusion—double image—per- 
spective and other similar magics.” 

Lee explains the windows as surrealist in 
treatment, but instead of the macabre sub- 
jects of most modern surrealism, the win- 
dows were dedicated to lovely ladies in 
romantic and exuberant mood. 





Each window bore a title, even as paint- 
ings in a_ gallery exhibition. “Wistful 
Vista” showed a _ stocking-bedecked colon- 
nade, in exaggerated perspective, that 
seemed to reach into great distance behind 
a lolling mannequin who wore a flying fish 
in her hair. “Soles Are Rising” (as seen 


in the accompanying photograph) relegated 
the high-laced and high-buttoned shoes of 
not so many years ago to the mortuary role 
of acting as flower holders, while tri-color 
sandals with built-up soles marched by in 
triumph. There was a truncated column and 
[Continued on page 38] 
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Spectacular Color And Light 


Feature Tennent’s Latest 


Malcolm J. B. Tennent, display director, 
Meier & Frank, Portland, Ore., whose unique 
display treatments have brought him inter- 
national recognition, has done it again. 
With metal and glass, with water and wood 
and paint, he and his staff have created an- 
other series of remarkable windows for 
Portland’s annual spring opening; and as 
usual, Tennent’s deft handling is evident 
throughout. 

Spectacular use of color and light was 
the keynote of the thirty windows which 
stretched around four sides of the block- 
size store—brilliant color and color con- 
The windows carried out the out- 
standing fashion ideas of the new season, 


‘the use of color, brilliant tones and senti- 


mental pastels. As part of the display treat- 
ment, the spring spirit of growth was incor- 


porated into most of the windows with fresh, 


blossoming flowers and greenery — with 
flower motifs, both realistic and abstract de- 
picted in accordance with the merchandise 
in each display. 

A gentle touch of humor was plain in the 
windows devoted to merchandise for men 


‘and children, as shown in the first illustra- 


tion. 

That Tennent recognizes the growing use 
of glass in display work is evidenced by the 
second picture on this page, one of three 
windows treated in the same manner. Large 
floral paintings on plate glass made the 
theme for this group. The displays had green 


* backgrounds and were spotlighted from the 
"side. 


The two displays at the top of the preced- 
ing page were designed to emphasize Clare 
Potter sportswear in soft color tones. Tens 
nent designed a series of three windows for 
this merchandise, each with dynamic space- 
dividing shapes and with set pieces in yel- 
lows and greens against rose backgrounds. 
These windows also were spotted from the 
sides. 

The window presenting evening wear for 
spring was perhaps the most spectacular of 
An idea of its 
beauty can be obtained from the illustration 
at the lower left on page 4. Lights changed 


.. constantly in this display, while two high 
- metal leaf forms revolved in opposite direc- 


tions, giving varied glimpses of the abstract 
figure in evening dress. The background was 
curved and in cerise color, with turquoise 


‘and green also being used in the window. 


The whole effect gave the onlooker an im- 
Pression of subtle motion in an ethereal 
world of color. 


The last photograph shows 


a vividly 
Striped house coat on a figure posed before 
abstract flower forms against a deep rose 


background. The display piece was in char- 
—Some idea of the skillful treatment given 
Meier & Frank's spring opening windows can 
be gained by the photographs on pages 4 
and 5 and on the cover of this issue. All 
displays were designed by Malcolm J. B. 
Tennent and executed by his staff. Com- 
plete descriptions are given in the article— 


treuse and emerald. The netting of the 
“parasol” threw a veil-like shadow on the 
face of the mannequin and an interesting 
shadow pattern on the background. 

Other windows carried out the same inter- 
esting treatment. A display of children’s ap- 
parel, for instance, occupied a large corner 
window and showed boys and girls, in play 
clothes, on a wharf watching a fisherman. 
The bottom of the window was transformed 
into a miniature lake, with real water; an 
under-water mechanism carried a fish line 
in circles to simulate the activity of a 
struggling fish, The window was delight- 
fully realistic both in merchandise and dec- 
oration; the fisherman’s figure was handled 
in humorous fashion. 


Mirrored furniture attracted a great deal of 
attention to a display of bedroom equipment. 
This display was done with a pale blue back- 
ground, completed with a fur rug and oiled- 
silk drapes. It was very modern in every 
detail. 

A curving wall made the background for 
a corner window display of bridal fashions. 
The background, in emerald, was seen 
through elliptical openings in a pink stucco 
wall, this area being broken up by full- 
flowering floral decorations. 

The display world always expects the un- 
usual and surprising from Malcolm Ten- 
nent; these spring opening windows prove 
that he is fully capable of continuing to 
amaze the field by his skill and versatility. 





In an exuberant outburst of flowers and 
song, New York greets the Easter season! 
Along Fifth avenue and its byways tinkling 
music-box tunes and the twitter of birds 
are heard above the traffic noises as leading 
stores outrival one another in putting on 
display “shows” that thrill the ear as well 
as the eye. 

Perfumes waited on the air, motion added 
to eye-appeal, and the generous intermixing 
of perfumes and flowers with apparel dis- 
plays express the “pretty” romantic trend 
in current fashions. 

Romantic and lovely, too, were the bridal 
promotions inspired by such masters as Win- 
terhalter and Watteau. In many stores these 
were combined with—or followed by—attrac- 
tive home furnishing displays. One store 
did a clever series in which bridal gowns, 
lingerie, travel and play clothes for the Ber- 
muda honeymoon were tied-up with two 
windows offering an inviting and informal 
array of furniture, draperies, and accesso- 
ries. These offered suggestions to redec- 
orators as well as brides for modernizing 
the home for spring. 

Inspirational themes are provided by cur- 
rent art exhibitions, as in Bonwit Teller’s 
recent and striking “Trompe 1l’Oeil” series, 
which introduced a surrealist note in a ro- 
mantic, rather than macabre, mood. 

Flower-banked windows and garden set- 
tings have been carried over from Flower 
Show Week to enliven Easter promotions 
and the traditional bunnies and chickens 
repeat the Easter theme in displays of toys, 
apparel, and novelties for the younger set. 

The “Trompe l’Oeil” series, designed by 
Tom Lee, display director, Bonwit Teller & 
Co., is based on an exhibit of paintings at 


DISPLAY WwoRLD 


Current Fifth Avenue Displays 
Characterized By Gaiety 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


a local gallery, also entitled “Trompe 1’Oeil” 
(fool the eye), and uses similar tricks of 
illusion to dramatize evening fashions and 
accessories. A novel feature, not shown 
here, is the masking out of the windows to 
leave “peepholes” 5 by 3 feet with the title 
outside as in an art gallery. Close-ups of 
two of the windows are shown in the accom- 
panying pictures on this page, while a com- 
plete description of the series is given in 
the article beginning on page 3. 

“Sports Shoes for Town and Country” are 
charmingly presented in the window at the 
top of page 7, by Sidney Ring, display 
director, Saks-Fifth Avenue, whose shoe 


APRIL, 1938 


displays always excite favorable comment. 
The functional unit here is a sort of super- 
stepladder of natural wood, polished to a 
smooth, satiny finish, An unusual and 
lovely touch is the flower trough built along 
the top, filled with fresh ferns and mimosa. 

The colorful sports shoes are arrayed in 
uniform rows along the steps. The man- 
nequin eating a ripe, red apple supplys a 
rustic note. Gay boutonnieres of fruit and 
flowers repeat the bright colors of the mer- 
chandise and the show card is in book 
format in ivory and gold. 

In the five bordering windows of the 
series, modern wooden arches and circular 





shelves set with mirrors display suitable 
types of shoes for daytime and evening wear. 
Background treatment in each is hand- 
loomed Pierre cloth in eggshell tone. 

Paris or Long Island might be the scene 
of the gay flower booth at the upper right 
on page 7, but whatever its locale it offers 
an effective setting for spring millinery at 
Gimbel’s. The stand is economically con- 
structed of old wooden crates with an 
awning of red and white striped duck, the 
stripes painted on. Hats are displayed on 
wooden stems rising from white flower pots 
filled with tissue in an array of colors more 
vivid than flowers. The pots and_ bushel 
basket on the floor are also filled with 


—Two of Tom Lee's "Trompe I'Oeil" dis- 
plays for Bonwit Teller & Co., New York 
City. Forced perspective, optical illusions, 
and a modified form of surrealism made 
these windows outstanding in attraction 
value. (A more complete description of this 
type of display is given in the article be- 
ginning on page 3)— 
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colorful masses of tissue effectively back- 
grounded by pale blue walls and diagonally 
placed wings. The flooring is very interest- 
ing, being of a simulated tile in a papier 
mache composition in mottled green and 
yellow effect. Pink and amber “spots” light 
up the colors and merchandise and the prom, 
inently placed show card stresses the color 
theme in its message, “Vogue approves the 
Paris ‘Color Gamut’—Wear a Stiff Toast 
Straw softened with Copper-tan.” Five 


windows compose this group, by Miss Edna. 


Wollner, display director, similar units being 
used for various types of millinery. 

Franklin Simon & Co. sponsors a back-to- 
nature trend with a series of five colorful 
windows under the heading, “Fresh Country 
Air.” Two unusual features create display 
interest here—one being the huge scroll on 
the background which is an actual, tanned 
cowhide. This is bordered in dark red brusl? 
strokes and reproduces in green a figure 
wearing one of the featured suits with the 
title swept across it in green script. 

New and novel, too, are the gay paper 
vegetables (Bois Smith) which decorate the 
scroll in a colorful cluster. They are also 
heaped high in the white market baskets 
surrounded by bright accessories in leather 
and suede, which suggest long country hikes. 

The sloped-up floor is dark green, the 
walls a soft yellowy green banked with 
dogwood branches from which the blossoms 
have been pruned. “Town and Country 
Tweeds that assert their Colors Vigorously” 
is the poster announcement, this also in 
green and buff. Similar treatment is carried 
out in the four remaining windows, with 
variations in the color schemes used. 

Motion and music were charmingly blend- 
ed in the window at the lower right, one of 
R. H. Macy & Co.’s recent music-box series 


—Upper left, shoe display by Sidney Ring, 
Saks-Fifth Avenue; upper right, by Miss Edna 
Wollner for Gimbel Brothers; center, a fresh 
air theme used effectively by Franklin Simon 
& Co.; lower right, one of the music-box 
series designed by Irving C. Eldridge for 
R. H. Macy & Co. (All photographs in- 
cluded in this article by Worsinger Window 
Service, New York City) 
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which so delighted its audience that it was 
brought back within a week after its first 
appearance to “play” a return engagement. 

Traditional symbols of spring inspired by 
old Chelsea figurines revolved slowly on 
turntables set in the base of giant music- 
boxes, as the éentral motif in each window. 
As they turned, tinkling music-box tunes 
(recordings) emerged from overhead ampli- 
fiers to charm the crowds outside. 

Here, spring is represented by an old well, 
the base of soft blue and the roof of pink 
shingles, while the bucket is blue banded 
with pink. The unit is finished in a glazed 
enamel effect to resemble porcelain. The 
entire decoration is done in soft pastels, the 
background and wings in a light spring-like 
green with overhanging valances of white- 
painted wire decorated with sprays of pink 
and white dogwood. The mannequins also 
hold sprays of these flowers and they are 
[Continued on page 40] 






With the opening of the spring season, one 
sees a decided change in the display field; 
spring ends the tiresome months of winter 
and brings forward a new desire to be in 
the open—to live again! For springtime 
spells garden-time and flower-time! 

While many other stores were hammering 
winter merchandise, Vandever’s swung into 
spring with a series of displays that tried 
to catch the spirit of the new season. 

In arranging our spring displays the 
writer had in mind, first, to bring the garden 
atmosphere into play without crowding the 
merchandise. Therefore a new series of sets 
was designed to represent spring in all its 
glory—and how can it be more gloriously 
represented than with the aid. of flowers? 
They tell the story of the season more force- 
fully than any other medium devised. 

Our window backgrounds were treated, 
therefore, to resemble rooms overlooking 
modern patios. To make this impression 
more realistic, large circular openings were 
treated with squares of metal in which rose 
vines or morning-glories crept in an un- 
usual, attractive manner. Several inches be- 
hind these vines was tacked a new type of 
cellophane curtain which looked like blue 
glass. 

These openings or “windows” were illumi- 
nated from behind, giving them a most pleas- 
ing effect, especially at night. 

The display presenting evening wear was 
particularly alluring. The exquisite gowns 
were designed by Gloria Vanderbilt and had 
been widely advertised in connection with a 
gala luncheon fashion show staged in the 
crystal ballroom of the Mayo hotel. The ap- 
parel was modeled by attractive members of 
the Junior League, with “the glamour girl,” 
Gloria Vanderbilt, present in person in order 
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Springtime At Vandever’s 


By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


to introduce and explain her famous crea- 
tions—which sell from $139 to $295. Soft 
music furnished a romantic background of 
sound for the fashion show. 

This Vandever’s-Vanderbilt fashion pres- 
entation brought home Vandever’s style 
alertness more forcefully than ever. Need- 


less to say, society’s elite were present in 
great numbers; in fact, it was a capacity 
crowd that was later attracted to our store 
by this same fashion show and its tie-up in 
our windows. 

In the displays the Vanderbilt gowns were 
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brought strikingly to the attention of shop- 
pers by the use of dramatic lighting in a 
modern setting, yet one of great simplicity, 

Much the same treatment discussed in a 
preceding paragraph was given the other 
windows. Notice the glove display, for ex- 
ample, in which a big cutout of a lady dis- 
playing her beautifully gloved hands rests 
on the floor instead of in the usual position 
against the background. The opening at 
the upper left corner is treated like the one 
showing the Vanderbilt evening gowns, the 
only difference being the rose vine which 











was used for the flower motif instead of the 
morning-glories. 

There is not a doubt but that the present 
spring season will be a boon to the flower 
industry. Not only are a few cities flower- 
conscious, but the entire continent as well. 
It is true that the poster-like displays are 
very forceful, but on the other hand they 
have been used so steadily during the last 
four years that a change to flowers and more 
ornamental displays is more than welcome. 

Don’t be misled and think that the writer 
does not favor the use of cutouts, plastic or 
rubber pieces to dramatize certain promo- 
tions. On the contrary! I do most heartily 
endorse their use when the merchandise and 
the promotions warrant the use of these 
most essential decoratives. But after all is 
said and done, springtime is flower-time! 


—Flowers held full sway during Vandever's 
initial spring promotion described in the 
article above. The window ‘backgrounds 
were treated to resemble rooms overlooking 
patios. Cellophane curtains resembling blue 
glass were tacked behind the "vines" on 
which the flowers twined— 
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Not sO many years ago men paid but 
slight attention to styles, patterns, fabrics, 
and the like; when making their selections 
of apparel it was utility and serviceability 
that came in for the major consideration. 
The picture has changed, however, and now- 
adays the masculine shopper is, on the whole, 
a discriminating purchaser who knows it 
pays to look well. 

A great deal of the credit for this evolu- 
tion should go to the nation’s displaymen, 
who through careful presentation of style 
factors in their window displays have made 
men “apparel conscious.” Still another in- 
fluence in the development has been Esquire 
and similar publications to focus attention 
on masculine styles. 





of showing 
men’s wear so as to draw attention to the 


There are several methods 


displays. One is to select a given trend, 
backing it up with an authority such as 
Esquire, and featuring merchandise which 
carries out the idea to be expressed. Such 
displays can be of the dramatic type, with 
blowups or other background treatments to 
highlight features of the trend, or they can 
take the form of the relatively simple win- 
dow in which simplicity and dignity of set- 
ting are depended on to catch the masculine 
eye and encourage a closer inspection. The 
first photograph illustrates this latter type, 
with a simple dogwood spray and cut-out bird 
on the green panel of the background to sym- 
bolize spring, while the card copy points out 
the importance of stripes in men’s wear. 

The shirt group was given a touch of 
spring by a gnarled fruit tree, garnished 


—Joe Tilner, who created the displays shown 
above, has been display manager for Camp- 
bell's for the past eight months; he was for- 
merly associated with Jack Dean, Brooks 
Clothing Company, Los Angeles. The Stetson 
display—his first entry in a national window 
contest—was awarded second prize— 
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Catching Masculine Eyes 


By JOE TILNER 
Campbell's, Santa Monica, Calif. 





with artificial dogwood blossoms, and with a 
modernistic bird and birdhouse. Stripes 
were again the emphasized point, to carry out 
a logical connection with the display dis- 
cussed immediately above. A page from 
Esquire showing the shirts on view served 
as style authority. 

The final photograph illustrates still an- 
other method of attracting the masculine eye 
—by portraying some subject in which he 
has a natural interest. Here, for example, 


“the attention is caught at once by the figure 


standing by a stock ticker, while the chart 
on the background carries out the “financial” 
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setting. Every man is interested in a scene 
which has some relation to the all-important 
question of finances. The graph furnishes 
an appropriate and logical way of showing 
the advance in popularity of Stetson’s steel 
and copper shades. This display, it might 
be mentioned in passing, won second place 
in Stetson’s national window display con- 
test. In this window a certain style trend 
was shown; an added eye-catcher was the 
way in which the idea was dramatized. The 
two methods, thus combined, might be said 
to double the usual pulling power of a 
men’s wear display. 
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Settings For Cotton Week 
May 30==June 4 


National Cotton Week will soon be here 
again—a merchandising event of steadily in- 
creasing importance. It is an American pro- 
motion which is growing in favor every 
year, both with merchants and the public. 
But it should be dramatized in order to get 
all possible sales, prestige, and publicity out 
of it. By vigorous promotional work during 
the period of May 30-June 4 you can make 
sure that your store shares in these benefits. 

“Cottons are smarter than ever this year.” 
Stress it in your advertising and displays 
and check your departments to be sure they 
are informed on the fashion highlights for 
1938. Feature fashion merchandise—interest 
stimulated by a fashion appeal will help sell 
your “bread-and-butter” merchandise, too. 

Every merchant knows that the greatest 
demand for cotton goods is during June and 
July—therefore it will be up to the advertis- 
ing manager and display manager to do their 
part by highlighting the powerful style ap- 
peal, the broader use appeal, and the com- 
pelling comfort appeal of both apparel and 
household cottons. 

It is not the occasion for cutting prices 
or for selling remnants and odds and ends. 
Cottons, this year of all years, can be readily 
and profitably sold on their own merits. 
There is a much more interesting and con- 
vincing story to be told than price. 

There will be no excuse for the adver- 
tising manager or displayman who fails to 
create and produce advertisements and dis- 
plays during this event, as The Cotton Tex- 
tile Institute (320 Broadway, New York 
City) issues an idea book for National Cot- 
ton Week each year. The book is chuck-full 
of advertising and display ideas that are 
snappy, modern, and right up to the minute 
in every phase. The suggestions and illus- 
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By G. ALVIN SMITH 
Display Specialist, New York City 


trations are very broad and cover both the 
advertising .and display problems in a very 
thorough manner. The ideas outlined are 
suitable for every type and size of store. 

In addition to what assistance you will 
receive from this source, the writer is pre- 
senting several suggestions for window and 
interior displays, also a poster idea which 
can be adapted and used in many ways. 

First of all, I have attempted to create 
suggestions that are different and depart 


the background, which can be treated in 
various ways. First of all, the setting as 
outlined must have a false backing made 
from wall board so that the stars, disk, and 
jumbo cotton boll stalks can be attached 
thereto. If you do not have a sufficient 
display appropriation for this promotion to 
go into a more elaborate construction of 
this set, it can be painted on the background. 

The large disk is to be built with a depth 
of from 12 to 18 inches in order to produce 
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from the ordinary display settings you see 
on every hand during this event. A com- 
plete description of the features and con- 
struction follows: 

The first sketch presents a suggestion for 
a window display setting that can be utilized 
in ‘most any size window or store. The 
main feature of this display lies in the 
large disk placed directly in the center of 
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a shadowbox effect. This permits the light- 
ing ‘from the rear of the cut-out silhouette 
of the factories. The frame of the circle, the 
lettering, and the large cotton boll with the 
word “Ready” are in line with each other. 
This treatment produces a very attractive 
three-dimensional effect. 

Placed at each side and conforming to the 
curve of the circle are exaggerated sprays 
of cotton bolls which can be made by the 
display staff or obtained from an artificial 
flower concern. Through the use of real 
cotton boll sprays and smilax or Arizona 
ferns entwined at the base as shown, a very 
artistic appearance can be achieved. Pla- 
teaux and pedestals placed as shown com- 
plete the setting. The stars can be pur- 
chased in graduated sizes from a display 
supply house, your local stationery shop, oF 
you can cut them out of metal papers and 
paste them on. 

Next follows a sketch with a real flash; 


—Drawn especially for DISPLAY WORLD in 
anticipation of National Cotton Week, these 
sketches of display settings designed by S. 
Alvin Smith are particularly appropricte. 
Their execution as finished displays is pos- 
sible for practically any store possessing 4 
display department. A complete description 
of their features and construction is given 
in detail in the article— 
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it is the one that ties up closely with the 
radio which no doubt will be used very ex- 
tensively to announce National Cotton Week 
plans. No attempt has been made to suggest 
much in the way of the merchandise to be 
shown, or just how it should be displayed. 
However, the use of the old-fashioned wash- 
tubs and boards can be added to attract at- 
tention. An up-to-date electric washing 
machine might be used with a card stating 
that “These cottons withstand the rub of 
the tub,” or some similar copy, and would 
be a thoughtful touch. 

This display must be used in conjunction 
with a temporary backing made from wall 
board. (Note outline of setting.) The main 
feature is the jumbo cotton boll which is 
cut out of wall board and then covered 
with a cotton facing attached with glue to 
the cutout, providing a very good imitation 
of a cotton boll. This extends out from 
the Jarge circle at the back about 6 inches, 
which allows a novel lighting effect for the 
cutout — flash messages coming from the 
broadcasting station. The back of the let- 
ters are to be backed up with a green col- 
ored China silk, and by using a “skidoo” 
flasher a most striking effect can be pro- 
duced. 

The tower and flasher are to be made by 
cutting them from wall board and _ then 
setting them out about 6 inches from the 
cotton boll. This of course gives a three- 
dimensional effect. The top of the large 
circle is embellished with a festoon of arti- 
ficial cotton bolls entwined with foliage, 
ferns, etc. “National Cotton Week—May 30- 
June 4’ is worked out at each side in cut- 
out letters. A great many liberties can be 
taken with this set if the displayman is 
ingenious. 

At the top of page 11 is shown an idea for 
a hand-painted poster panel which can be 
made any size you desire. A feature which 
can be adapted and utilized in this poster 
is that the design can be worked out to rep- 
resent the American flag by posing in the 
correct position a mannequin, dressed with 
a skirt to represent the field of the flag. The 
red and white stripes are made by shirring 
a red cotton material in conjunction with 
white cotton bolls as shown. This idea can 
be worked out on a slanting platform to 
extend two-thirds of the way across the 
window. 

The figure can also hold a bouquet of cot- 
ton bolls and be so arranged that she is 
shown placing a cotton boll on one of the 
white stripes. Colors should be kept 
strictly to red, white, and blue. 

The interior of the store naturally calls 
for a decoration which fits into the event. 
Therefore the display manager will have to 
look to the ledges and columns throughou: 


—At the top of the page is a suggested 
poster for National Cotton Week, adaptable 
in many ways—one as a suggestion for a 
complete window display as outlined in the 
article, An interesting column trim 
follows, offering an idea for interior decora- 
tion during the promotion. The same gen- 
eral decorative motif could be followed for 
ledge trims as well. ... An innovation in an 
interior tie-up is offered by the next sketch, 
portraying an "information booth" built 
from a base which simulates a flower pot. 
Construction details are given in the article— 
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the store to provide the proper atmosphere. 
With this in mind I am presenting a sugges- 
tion for a column and ledge treatment, as 
seen in the drawing in the center of this 
page. 

This idea ties-in closely with the informa- 
tion booth design shown last. All required is 
a large flower-pot imitation constructed from 
%-inch disks and profile board to form the 
outline, which in turn is painted in natural 
colors. This is then filled with real cotton 
boll sprays, ferns, and foliage to produce 
the required effect. Extending in an upright 
position along the column is a cutout of a 
cotton boll on a stem with leaves attached. 
The boll serves as a basis over which the 
National Cotton Week slogan is lettered. A 
very interesting treatment is added through 
the use of an airbrush. Both sides of the 
column can be handled in this manner. 
Many other decorations can be arranged 
throughout the store in suitable locations. 

Then comes a sketch of an information 
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booth which should provide an effective tie- 
up for the interior; it could be located in 


an easily seen, easily reached spot near the ~ 


main entrance—and in front of the elevators 
on selling floors. The idea consists of the 
simulation of a large flower-pot as the basis 
of the booth. This can be built very easily 
by the display staff. 

Directly in the center on the inside of the 
pot is a large cotton plant which can be 
made by cutting the stem, bolls, and leaves 
from 7%-inch lumber and wall board. This 
can then be painted in the natural colors of 
the plant. The bolls are made more realis- 
tic by pasting cotton batting over the face 
of the wall board cutouts. 

The arch with wording as shown can be 
made from %-inch boards and wall board, 
painted in an appropriate color scheme. On2 
or two girls serve in these booths by giving 
out pamphlets or reproductions of the day's 
advertisement, and by answering questions 
Colored girls dressed in Southern garb 
would be an excellent idea in this instance. 
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New Book On Show Cards 


Is Released 

Published by an English firm and released 
through Pitman Publishing Corporation, 2 
West 45th street, New York City, a new 
book on “Ticket and Show Card Designing,” 
by F. A. Pearson, has been issued recently. 
The text and drawings cover card designing, 
use of color, ornament, stencils, etc., very 
thoroughly. 





Nalco, Inc., Appoints 
Decorative Plant 


Decorative Plant Co., Inc., 228 Fifth ave- 
nue, New York City, has been appointed by 
Nalco, Inc., as an authorized distributor of 
the latter company’s products, according to 
Harry Prochaska, president of Nalco. 
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Bic Ones Out Of Little Ones 


One of the most vital factors in the history 
of man’s progress has been the illustration 
of his ideas. The history of pictures is 
almost the history of mankind. 

The paintings on the walls of the tombs 
of Egypt, the crude artistic efforts of the 
caveman, with his simple structural lines, 
bear witness to the fact that man from time 
immemorial has been picture-minded. 

What better examples do we have, if any 
are needed, than the millions of camera fans 
who are today snapping worm’s-eye and 
bird’s-eye views of this and that—not to 
mention the millions of copies of purely pic- 
torial magazines that weekly pass through 
the news stands? 

Many displaymen, or artists, if you please, 
have become aware of this important visual 
“habit” of the public, and have chosen their 
mediums of artistic expression accordingly. 

However, it is not within the bounds of 
reason that the displayman, with constant 
demands for frequent changes of windows 
and interiors, can conceive and create pic- 
torial backgrounds or murals in a limited 
amount of time by the methods at his dis- 
posal—namely, hand painting or rendering. 
Some other solution naturally becomes neces- 
sary. 

It is at this point that the science of pho- 
tography comes to his assistance and strikes 
a telling blow; the camera, with its com- 
panion projection accessories, can and does 
eliminate the hand-labor of weeks in a few 
seconds, through the process of enlargement. 

It is true that the display artist works in 
space of large dimensions—larger than those 
commonly thougkt to be within the limita- 
tions of photographic enlarging. However, 
with the materials and highly specialized 
equipment of the present day it is possible 
to execute enlargements of such vast pro- 


By ROBERT J. ROGERS, Vice-President, 
Meloy Brothers, Shelbyville, Ind. 


portions that but two limitations remain— 
transportation facilities to convey them in 
mounted form, and ample wall or back- 
ground space to contain them. 

Without pretending to exhaust the topic of 
photographic enlarging or delving too deeply 
into the subject with regard to technique, 
control processes, etc., which is just as well, 
it is apparent that the displayman must be 
interested in the step-by-step manufacture of 
a giant print, since these have become one 
of most effective display aids at his com- 
mand. 

It is to explain something of the manufac- 
ture of photographic blowups that this article 


is written, so that a better understanding 
may show the displayman some of the steps 
that must take place to produce this vehicle 
of artistic expression with which he is be- 
coming increasingly familiar. 

Beginning with a small subject, measur- 
able in inches—for example a fashion-photo 
of certain merchandise, a beach or sports 
scene, a woodland or mountain scene, carica- 
ture, etching, old print, aerial view, adver- 
tising layout, halftone print, or what not— 
it is first necessary to make a projection 
negative. 

The type of negative made depends upon 
the subject. If a sharp, biack and white 


print is being copied, a plate of commercial 
nature will “catch” all the gradations of 
tone. But if the subject is already in colors 
then other methods must be pursued, involv- 
ing the use of color-sensitive negatives, fil- 
ters, etc., in order to reproduce the various 
densities of tone in their proper relationship. 

The negative, having been taken through 
the usual developmental processes, is ready 
for projection to the desired larger dimen- 
sions and is placed in the projection ap- 


—tThe first step in the manufacture of a 
photographic blowup—making the copy neg- 
ative. Illumination must not cause reflection, 
and the focus must be hair-line sharp. . . - 
The second photograph illustrates the pro- 
jection of a negative image on wide strips 
of sensitized paper, a process that must be 
timed to the second. After being devel- 
oped, these prints are mounted. The splices 
match perfectly when the print is made by 
one exposure—a distinct advantage over 
making a section at a time. Especially built 
equipment at Meloy Brothers will project on 
image up to 40 feet in width— 
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—Posing a fashion photograph, to be used 
in a formal wear promotion. . . . Mounting 
a large blowup. Particular care must be 
used if the print is to "stay put" and have 
a smooth, flawless surface. . . . Hand- 
coloring photo blowups in natural colors, 
with airbrushes. Final touches and high- 
lights are added with sable brushes— 


paratus, which of necessity must be of spe- 
cial construction. 

Afte, the negative image has been brought 
into perfect focus against a flat screen or 
wall surface, all light is extinguished and 
the large sheets of sensitized material, 
photo-paper, Or transparent film are cut and 
attached to the screen or wall surface. 

This sensitized material is then given a 
carefully predetermined period of exposure 
to the projected image, then is taken down 
and developed in large tanks or vats of 
chemicals. Particular care is taken that 
each strip or sheet be developed to the same 
density as its fellows, so that there may 
be no difference at the seams. Being able 
to project a large image in one exposure, 
rather than a portion at a time, eliminates 
the possibility of any difference in configura- 
tion at the matching seams. 

After having all chemicals removed by 
washing, the print is ready to be mounted 
on any suitable material such as canvas, 
ply-wood, compo-board, hard-board, or di- 
rectly on a wall surface, if the print is of 
such large dimensions that shipping in 
mounted form would be impossible. 

The mounted print is then allowed to dry 
slowly in jigs or presses, in order to min- 
imize warpage or curvature of the mount. 

Hand coloring is then added by artists 
who use both air and camels-hair brushes, 
swabs, stumps, or whatever instruments the 
nature of the subject may require. 

So much for the making. Now let us 
consider briefly the artistic use or applica- 
tion of blowups or photo-murals. 

Naturally, the subject must “tie-in” with 
its environment, and this it can do, con- 
vincingly. It accomplishes its purpose 
subtly, since the viewer is emotionally 
aware, but not intellectually conscious, of 
the display artist’s intention. 

Empty wall space and backgrounds sud- 

denly go to work. Planes, stream-line 
trains, and luxurious ocean liners race 
through the luggage or sports-wear window 
or department, the walls of a tea-room be- 
come a blooming orchard, the blank niche 
ina men’s wear department becomes a golf 
course. The imagination can run amuck 
with the display possibilities which can be 
brought into reality through the application 
of these blowups. 
As to subject matter, the source of supply 
Is as wide as the world. The camera has 
gone into every corner of the world and 
brought back usable pictures. Manufactur- 
ers furnish photographs. Chambers of com- 
merce, airlines, railroads, newspapers, and 
the manufacturers of enlargements have 
files to draw upon. 

So today the displayman can virtually be- 
come stage-manager of a world of action 
and beauty. To the one who feels satiated 
with gadgetry, or who is groping artistically, 
Photo-enlarged blowups offer a very facile 
escape. 
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Wagner == Timm==Crawley 


—A marked similarity of technique is immediately noticeable in 
these displays by George H. Wagner, J. L. Brandeis Company, 
Omaha, Neb.; Jerry Timm, Husch Brothers, St. Paul, Minn., and 
Charles R. Crawley, George H. Peck Company, Kansas City, Mo. 
There is a reason for the resemblance: Crawley and Timm, now 
display directors for their respective stores, were at different times 
first assistants to Wagner. ... The displays illustrated were created 











as follows: left column, top, Crawley; center, Timm; bottom, Wagner; 

right column, top, Wagner; center, Timm; bottom, Crawley. The 

evening wear window at the upper right used a black duvetyne back- 

ground with white disks. The reversed arch was hung with a chrome 

ring curtain and backed with white cellophane. A black cellophane 

palm circled the arch on the right, and the tropical plant in the 
foreground was also of black cellophane— 
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Display As A Factor 
In Buildings Prestige 


A retail store has many forms of advertis- 
ing which it can use—radio, newspapers, di- 
rect mail, displays. But there is one kind 
of advertising over which the store can exert 
little, if any, control and which can be either 
the most powerfu! of all or can react to the 
detriment of the establishment. 

This latter, of course, is word-of-mouth 
advertising. When it is favorable there is 
no force on earth that can equal it for 
selling merchandise. When it is the reverse, 
nothing could be more harmful. 

That is why every retail store gives, or 
should give, so much attention to the train- 
ing oi the sales force, for it is with this end 
of retailing that the customer comes in direct 
contact. But there is another factor which 
can do much to create favorable word-of- 
mouth advertising, and that factor is dis- 
play. 

Good window and interior displays that 
arouse the admiration and esteem of the 
shopper furnish many a bridge or luncheon 
table with a topic for conversation. The 
beauty of the setting, in spite of the fact 
that the shopper sees it with untrained eyes, 
and the merits of the merchandise are dis- 
cussed in detail—with the result that others 
in the group go out of their way to see the 
displays and indirectly to be influenced by 
the idea back of the display in question. 

It is almost invariably true that when a 
battery of displays can be devoted to one 
subject the word-of-mouth advertising is in- 
creased many times. For instance. three of 
a series of perfume windows we used re- 
cently are shown herewith. 

Fresh flowers were furnished by a differ- 
ent florist in each window, and the natural 
blooms were freshened every morning. In 
return for this service, each window carried 
acard giving proper credit to the florist and 
their names were used in a newspaper ad- 
vertisement that announced a fashion show 
held in connection with this event. 

The Chinese setting for “Shanghai” per- 
fume needs no explanation, except that the 
pagoda was in Chinese red with black char- 
acters. The next was for “Tweed,” in a 
window 23 feet long. In the birdbath at the 
right was a small fountain in actual opera- 
tion. The background of this window was 
covered with small evergreen trees and 
smilax. 

The third photograph is of the display for 
“Numero 12,” a scent suggested for evening 
wear. The clock face was white, the numer- 
als being covered with yellow flowers. The 
indirect lighting columns were in gun metal; 
the fluted column was of light blue. The 
floor was formed by glass bricks. 

Many people made it a point to acquaint 
the store management with their appreciation 
of the displays; the amount of word-of- 
mouth advertising they caused is really in- 
calculable. 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 
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Seek Information sources 
Refore Displaying 


By EDWARD J. BASKER 
The Ellsworth Store, South Bend 





In the preparation of a newspaper adver- 
tisement for a retail store it is the custom 
for the advertising manager or copywriter 
to receive from the buyer a complete and 
detailed description of the apparel which is 
the subject of the ad. This is supplemented 
by a close study of the merchandise itself, 
and if the information is not forthcoming 
it is sought out. 

In other words, a newspaper advertisement 
is considered so important. that haphazard 





copy and a cursory description are simply 
out of the question. But what about the 
window display for the same article? Isn’t 
it a fact that many displaymen create display 
settings without making it a point to learn 
everything possible about the merchandise— 
and as a result their displays are not as 
strong as they might be? 

There are too many sources of ideas and 
information for this situation to exist, pro- 
viding the displayman is really conscientious 





about his work. The buyer, assistant buyer, 
merchandise manager, advertising manager 
—each can contribute valuable information 
about the apparel in question: what makes 
it worth featuring; some innovation in styl- 
ing; a new shade; current trends. [very 
bit of added knowledge the displayman can 
obtain about the merchandise makes it just 
that much easier to design and _ install 
stronger windows. . 

Seeking out information should be in addi- 
tion to the regular conferences participated 
in by the display manager and others con- 
cerned with merchandise promotion. Here 
at Ellsworth’s, where the writer is the only 
one in the display department, a weekly 
meeting is held at which the merchandise 
manager, advertising manager, and display 
manager plan the window schedule for the 
following week. Special conferences are held 
long in advance of special promotions. 

Interior display cases which are changed 
once a month are dramatized as much as 


\ 


Pa 


possible. On special occasions all windows 
and display cases are tied-in with the same 
type of set-up. 

The photographs illustrate displays that 
might be considered typical of those in use 
at Ellsworth’s. 

The first, for Country Life apparel, had 
an off-white background, grass floor, with 
the planks and wheelbarrow in pure white. 

The second is a portion of a travel win- 
dow. The map was in light blue, with 
white lettering, and was 8 feet 4 inches high 
by 15 feet long. A display plateau and head 
not shown were in pale yellow. 

An off-white background was used for the 
shoe display. The rug was brown, display 
fixtures were white, and the decorative 
paper was lacquered green. 
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Iry Ihe Water Color Pencil 


Retail displays are made better by an 
occasional change in the type of window 
card used, thus avoiding a tendency toward 
monotony that is felt by the card writer and 
shopper alike. If you have been standard- 
izing on straight pen and brush, try using 
illustrations as well, or try tinted card stock, 
water colors, or appliqueing one color card 
on another for a two-plane effect. Or try 
the methods suggested below: 

An unusual and very interesting show card 
can be made through the use of the water 
color pencils now available, and the cards 
in the illustration show something of what 
can be done when this medium is given a 
trial. When seen in natural color their novel 
effect is even more plainly apparent. 

Although several companies manufacture 
these pencils, the ones used for these cards 
were the “Mongol” colored indelible type, 
made by the Eberhard Faber Pencil Com- 
pany. They come in twenty-four shades, and 
have an extremely tough lead in them. They 
can be sharpened to a very fine point with- 
out danger of breakage, and very fine line 
drawings can be made with them. 





By L. E. SUMMERTON 
Memphis 


First make the sketch lightly, in pencil; 
then the different tones are filled in by color- 
ing very lightly with the shade pencil desired. 
Then wet a brush, shaking off all surplus 
water, and flow over the colored space. This 
method makes a uniform light color, blend- 
ing the pencil marks into a solid mass of 
color. 

Successive shades, as used in the blending, 
are made by going over the surface with the 
pencil once more, thus making a darker tone 
each time. The same procedure is followed 
as in the making of wash drawings. 

After your solid colors and blendings are 
in, details can be drawn with the sharpened 
pencils, using different pressures for shad- 
ing. Care must be taken in using these 
pencils, as different pressures cause different 
shades. Practice with them will soon make 
you perfect. 

The advantages of the water color pencils 
over opaque show card colors are: they dry 
instantly; colors can be blended over each 
other at once, saving time; softer colors can 
be made, blending perfectly without the 
sharp color lines as in show card colors; fine 





lines can be made that are not possible with 
a brush; economy is obtained through the 
long life of the pencils. 

The following color combinations were 
used for the cards illustrated: upper left, all 
four figures were in flesh pink; the lingerie 
was in salmon, blue, green, and orchid, re- 
spectively. All lettering was done in black, 
outlined with light green. . . . Spring Felts: 
the men’s suits were brown and gray-green. 
The tie of the upper figure was striped with 
red; that of the lower, blue. Faces were 
flesh color, and lettering was in _ black 
shaded with light green. .. . (The card for 
the auto show was done with standard show 
card color.) . .. Floray Lingerie: the ba- 
roque scroll was in an “American Beauty” 
tint, while the gowns were blue and green. 
The line-ornament was in two shades of 
blue. The cut-out circle was from a “Wood 
Green” card stock, appliqued in place. All 
lettering was done in black. Advance 
Showing: the circle was cut from natural 
wood finish show card stock and glued in 
place. The suit was done in shades of 
brown; the shirt was white with green stripe. 
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Doint=-of-sfale Displays 
Aid In “Tradings=-Up” 


By JULIUS SACK, Sales Promotion Manager, 
Schenley Products Co., Inc., New York City 


Anyone who has kept abreast of the de- 
velopments in point-of-sale promotion will, 
I am sure, agree with me that current dis- 
plays should embody merchandising ideas 
that actually sell goods, and not merely at- 
tract attention. Not so very long ago, most 
displays were apt to possess but one domi- 
nating feature: the artist’s conception of an 
attractive female, attractively clad or un- 
clad, as the case might be. We all will 
admit that such displays are eye compelling, 
but I maintain the success of any piece, 
today, must do more than attract the eye. 

Besides being attractively designed, any 
display that is intended for installation in 
a retail outlet must be: 

First, sufficiently compelling in design to 
capture the attention and arouse the inter- 
est of the prospective buyer. 

Second, it must act as a Startling re- 
minder to buy the product, the details of 
which the prospect usually has read in news- 
paper and magazine advertising. The latter 
is known to experts as coordinating point- 
of-sale advertising with publication adver- 
tising, thus multiplying the productiveness 
of both forms. 

Third, window and interior displays must 
possess thé most important element in ad- 
vertising and the one which makes possible 
the necessary expenditure: the element that 
creates and stimulates the desire to possess. 

I don’t mean to write disparagingly of 
anyone’s efforts, but in all my active expe- 
rience in this field I have never yet found 
a display turned out by an advertising 
agency, that, in my judgment, combined the 
three important elements mentioned. It is 
my opinion that resultful display material 
must have as a basic idea a real merchan- 
dising idea back of it—and then, if intended 
for use by a national advertiser, the design 
must coordinate with publication advertis- 
ing. Such displays should be conceived by 
a capable sales promotion executive and 
assistants having close contacts with the ad- 
vertiser’s sales and advertising departments. 

There are several marked trends in mod- 
ern point-of-sale promotion. For example, 
take the several Schenley displays shown 
here. Each has been designed to show the 
actual merchandise we are endeavoring to 








—Schenley, with many different brands to 
exploit, has a definite policy of "trading-up’ 
at the point-of-sale—making their merchan- 
dise seem more attractive and worthwhile 
than unadvertised or cheaper brands in close 
proximity. The upper and lower photographs 
illustrate typical window displays of Schen- 
ley brands, while the one in the center 
shows a de luxe back-bar display for Golden 
Wedding whiskey. Such de luxe displays are 
routed from store to store, due to their cost 
liness— 
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sell, and each has a direct identification 
with other forms of advertising for the par- 
ticular product. 

It will also be observed that every oppor- 
tunity to trade-up the product is being ex- 
ploited. That is, stimulation of the desire 
to possess it over any non-advertised brands 
that may be in the same window or in close 
proximity to the display if used as an inte- 
rior. 

“Trading-up” is a much used expression in 
modern merchandising activities. To my 
mind, trading-up any commodity is accom- 
plished by making it, through expert display 
technique, appear more desirable to the 
prospective purchaser than other merchan- 
dise which may be a few cents cheaper or 
at the same price. 

Among the most effective displays that 
Schenley has recently put to work are those 
called the de luxe displays, which in form 
approximate the design formerly known as 
the “shadowbox,” but having a background 
of a rich fabric or of a fine imitation, as 
shown in the second illustration on page 18. 
The de luxe display is, however, too costly 
for a general distribution. To pay divi- 
dends on the investment in them, they must 
be moved from store to store and used over 
and over again. 

It is not such a difficult task for an expert 
to select suitable displays for most brands of 
merchandise, although with Schenley’s multi- 
tude of advertised brands the responsibility 
of the sales promotion department is perhaps 
much greater than that experienced by the 
average sales promotion executive. The big 
job, I find, is in securing effective distribu- 
tion of the material after it is produced. 
It was for that reason that Schenley early 
built up an efficient corps of window trim- 
mers and displaymen. The most effective 
method I have found to obtain distribution 
of display pieces is to supply each Schenley 
representative with a smali portfolio of 
photographs of current displays for the dif- 
ferent brands. The retailer, for instance, 
may desire to feature each of the Schenley 
advertised brands on a rotating schedule. 
The dates for installations of the displays 
are booked and furnished the displayman as 
a part of his routine and to guide him in his 
work in the field. 

When the time set to install, say, a de luxe 
Golden Wedding display arrives, the Schen- 
ley displayman is on hand promptly, and 
if the previous display in the retailer’s store 
was of another Schenley brand, it is care- 
fully removed and packed. It will be used 
again and again until worn or out of date. 

In conclusion, before describing briefly 
some of the displays shown here, may I 
again emphasize the importance of combin- 
ing merchandising and buying knowledge 
with careful study of how to obtain the 
maximum of distribution. In this way only 
can expenditures for display material pay 
satisfactory dividends. 

While space will not permit a lengthy de- 
scription of the displays on these two pages, 
it is sufficient to point out that the best in 
lithographed point-of-sale advertising is 
used. Schenley insists that all displays be 
as realistic as possible and most of them 
are of more than one plane, such as the 
cut-out table and actual bottle in the Gib- 
son’s display, the horse’s head, the real tie 
in the Cream of Kentucky display, etc. 
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—A design for the coming beach wear season, 











..s The shelves are of 34-inch-by-10-inch white pine, 

\ y A The life preserver and diving figure are cutouts of 

BAA MALY O Le wall board. The design in the center of the life 
Ys hi preserver is painted on "Lamiluxe," “Lamicoid" or 


similar translucent material. A flag bearing the 
store's name adds a finishing touch. 
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—A large photographic blowup or hand-painted panel is the effective center spot of this Ss oe / 


display. Stands of modern design are 34-inch-by-I0-inch pine board painted egg-shell 

white. The circles attached to stands are cut out of %-inch fir panel and have segments 

cut out to support stands. The plywood box in the center is weighted down with sand a) 

and holds three glass rods to support the millinery. The horizontal division of the back- 

ground is secured by nailing up 34-inch half-round moulding, which gives an effect of 

increased size to any small window. Decorate each horizontal section in blending shades 
of green and yellow— 



























































—Three appliqued cut-out words tell the story of the straw hat season. The receding hats 

are cut from wall board, with a block of wood at the back of each to give a raised effect 

which carries out the perspective. The large hat in the center makes an attractive display 

stand and is built up of wall board on a wood frame. Dowel pins in the side pieces form 

racks for hats. The distant mountain effect is painted on the background in water colors. 
The bamboo fence completes the display— 
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—Norton's, New York City, used a clever setting 
recently, as shown in the sketch. A 48-inch circular 
blue glass mirror was placed on the floor, and a 
surprising effect of depth is thus created, as well 
as obtaining attractiye reflections of artificial 
flowers and the merchandise displayed around and 
on the unit. This latter, made of wall board, is 
decorated in soft green and yellow. A ring of 
multi-colored pebbles surrounds the mirror. Shoes 
and other accessories are displayed on the base 
and curved top— 
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TRADE MARK REG, U. 8. PAT. OFF. 


For SPRING AND SUMMER WINDOWS and INTERIORS 


Colorful Dignified Decorations for . . . Department Stores . . . Sport and 
Vacation Shops ... Dress Shops ... Men’s Stores . . . Sporting 
Goods Stores ... Shoe Stores . . . Luggage Departments 
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Every place of business needs the atmosphere of the Season . . . here it is . . . professional 
designs by well-known artists . . . reproduced in beautiful oil color process panels . . . sizes 
up to 30 x 90 inches .. . adaptable . . . for smart, modern effects . . . to - 

practically any size or shape of display background. 


@ INEXPENSIVE 


SPEND MORE OF YOUR TIME For permanent display . . . mount 
COMURA like wallpaper with wall- 
paper paste. For temporary display and 
re-use . . . mount with tacks or tape. 
Handle quickly . . . easily. The heavy, 
durable special COMURA paper per- 
mits re-use again and again... reduce 
ing the original low cost still lower. 
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A ls o in addition to Spring and Sum- 
mer COMURA, you may want 
special designs featuring— 


@ Jantzen Swim Suits 
@ Palm Beach Suits 


@ Alligator Raincoats 
and Galecoats 


@ Fostoria Glassware 


a 
a / 2. fy aa Send for FREE BROCHURE showing each design i 
S g each design in 
EE. XP, ‘O) is . 1 full color . 7 how used . +. how they look in depart- 
EEE Oy Que ot enenh Geileee i 1 OM ment and window. If also interested in COMURA for 
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Oil Colors and Silver. 90 in. high Colors . . . 48 in. high... special lines mentioned, state name of line to receive 
«+ 30 in. wide. 32 in. wide. additional brochure . - - FREE, 

hats 
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One of several designs in 8 and 9 Oil Colors and Silver. 15 in. high . . . 90 in. long. 








In the Department In the Beach Shop 





346 NORTH JUSTINE AVE. NEW YORK OFFICE 


W. L.STENSGAARD & ASSOCIATES, Inc. CHICAGO, ILLINOIS ° RCA Bidg. Rockefeller Center 
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Attract More Attention 
With Licghting Control 


It is true in all lines of business, but par- 
ticularly in the designing field: everybody 
is on the hunt for something “new,” “un- 
usual,” “different,” “novel”—something that 
will “attract attention,” something that will 
“sell merchandise.” And P. S.: that “some- 
thing” shouldn’t cost too much! 

3eing an advertising man, I am_ up 
against that sort of thing every day—they 
want ads laid out so they are “attention- 
getting,” and the text so it will “bring in- 
quiries.”. While I profess to know nothing 
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about window display and display designing, 
I have a suspicion that we all are trying 
for the same results: to get attention, to 
get merchandise sold, and to do this as in- 
expensively as we know how. 

My firm makes time-switches and flashers 
and it has often occurred to me that here 
are two children of the electrical age that 
could be applied successfully to the display 
field. These two products have already 
proven their convenience of use and atten- 
tion-attracting vatue in other fields. To be 
sure, time-switches are being used exten- 
sively in the automatic lighting control of 
display windows, but not nearly as exten- 


—Concealed spotlight reflectors can be 
operated alternately by flashers to provide 
continuous action of light, calling atten- 
tion to various objects in a display win- 
dow and furnishing a stimulating sense 
of action— 
One border chaser flasher together with a 
simple “off and on" flasher can be arranged 
to operate the arrow or any similar display 
factor as illustrated, providing more action 
and punch in the display— 





By J. H. WILLIAMS, Advertising Manager, 
Sangamo Electric Company, Springfield, Ill. 


sively as they should be. As to flashers, 


well, the electric sign industry dotes on 
them. 
A time-switch, often called time-clock, 


may be an old acquaintance of yours, but 
just in case it isn’t, here is a short de- 
scription: a time-switch, or as I like to 
think of it, the “unseen hand,” will turn on 
the lights in a display window when window 
shopping’ starts, and turn them off when 
prospects thin out. Thus, you get extra 
hours of circulation every night for the dis- 
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plays in your show windows. And think of 
this: evening is leisure time and people have 
a habit of stopping in front of well-iliumi- 
nated store windows. It is then when they 
make decisions of what to buy and where 
to buy it. Most of our larger retail stores 
have long recognized this fact; that’s why 
their windows are always brilliantly illumi- 
nated. Would you consider buying a necktie 
while wearing smoked glasses? Of course 
not, yet they are often displayed in windows 
unlighted in the evening. It’s up to you to 
collect the fruits of your labor and the 
punctual performance of the “unseen hand” 
will help you do this. 

The time-switch does its job automatically. 
Once set, it requires no further attention— 
no winding. In fact, if you should choose 
an astronomic time-switch, the lights will 
be turned on at sunset and off at any time 
between 9:30 p. m. and 2:15 a. m., depending 
on your choice. Each day, as days get 
longer, the lights will come on a few minutes 
later (the time-switch being adjusted to the 
time of sunset in your locality), then, as 
the days get shorter again, the lights will 
come on a few minutes earlier, always in 
keeping with sunset-time for each day. Re- 
member, you have to set the switch just 
once, after that it’s automatic the year ’round. 

Let’s say that Sunday evening is a dull 
window shopping time in your locality and 
it is more economical to have the lights 
off for that night. If your time-switch is of 
the type which is arranged with an omitting 
device, you can set this device for Sunday, 
and presto! that night the lights will be off. 

If it gets dark exceptionally early some 

[Continued on page 38] 
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American Fixture Co. 
2300 Locust St., St. Louis, Mo. 
) 


Becker Sign Supply Co. 
314 North Eutaw St., Baltimore, Md. 
a 


L. J. Charrot Co. 
36-38 W. 37th St.. New York City. 
e 


Chicago Artificial Flower Co. 
632 North Albany Ave., Chicago, Ill 
2 


Chicago Cardboard Co. 
666 Washington, Caicago, Ill. 
e fe 


James A. Cole Co. 
235 Fourth Ave., New York City 
a 


Continental Color Corp. 
3100 W. 106th St., Cleveland, Ohio 
2 


Cornell Wood Products Co. 
230 N. Michigan Ave., Chicago, Ill. 


a 
Creative Displays Div., 
American Tissue Mills 
Holyoke, Mass. 


e 

Crystal Fixture Co. 

226 S. Wabash Ave., Chicago, Ill. 
e 


Curtis Lighting, Inc. 
1123 W. Jackson Blvd., Chicago, Ill. 
) 


Bert L. Daily, Inc. 
126 E. 3rd St., Dayton, Ohio 
ey a 
gl. A. Darling Co. 
Bronson, Mich. 


Dazian’s, Inc. 
142 W. 44th St., New York City 
«& 


Decorative Plant Co, 
228 Fifth Ave., New York City 
4 


Display Creations 
1322 Broadway, Detroit, Mich. 
* 


Dennison Mfg. Co. 


Framingham, Mass. 
ey 


Garrison Wagner 

1627 Locust St., St. Louis, Mo, 
. ‘ 

Grimm Lambach 

.905 Washington Ave., St. Louis, Mo. 
2 


Mahoram Fabric Corp. 
- 130 W. 46th St., New York City 
; e 


Mileo 
7 West 36th St., yow York City 


The Moortgat Studios 
ng Vilsack Road, Gener. Pa. 


a é * — 
if “What Good is the I. A. D. M. to ME? 
Ki , Mutual Sales & Mig. Co. 
Primarily, the I. A. D. M. exists to further the interests of display men and 1101 Power Ave., Cleveland, Ohio 
women—to protect their rights, to broaden their knowledge, improve the craft, pro- National Card, Mat & Board Co, 
mote complete understanding and good fellowship among them. Louder ie Angels, Cal 
i i i l. New land Decorator’s Supply Co. 
But suppose you are not a display man, but a manufacturer of display materia Eng : Supply 
Competition is Lcinanegmalionns unfair. What does the |. A. D. M. do to help you a ee 





Plastergon Wall Board Co. 
maintain your integrity—and your trade? ae ba, Buffalo, N. Y. 
c. A. . 
Display men constitute your market. As |. A. D. M. members, they are pledged Williamsport, Pa. 
to patronize and support ethical, reliable firms like yours. Definitely you are given Déliestas Meiieiens te 


2245 S. Western, eae, lll. 


7 os " 
an edge over less scrupulous competitors. Also "the word gets around. Reybarn Mig. Co 







The |. A. D. M. officially recognizes trustworthy manufacturers with its famous ee es 2 Sand St., Philadel. 
S'Seal of Approval." The Association regularly publishes the names of Approved W. 1, Sam & Associa 
Firms in trade papers widely read by purchasing agents, thus creating good will sector rg . 
and stimulating business. The Seal of Approval appears on your pe on Secting Leone st Louies Me 
your merchandise, in and around your plant. The Association says, in effect: Here aS 
isa good firm to do business with." That's good business for you. 16-18 E. Ist Ave., Columbus, Ohio 








The Tuttle Press Co. 





Appleton, Wis. 
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INTERNATIONAL ASSOCIATION OF DISPLAY MEN 


ADMINISTRATIVE OFFICES, HOTEL De SOTO, ST. LOUIS, MO. 








. Window Advertising, Incorvorated 
1795 Fifth Ave., New York City 
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June And July 
Sales 


Total 13.9% of Year 


The months of June and July see the at- 
tention of the consumer focused on_ hot 
weather apparel, vacation wear, and sports 
attire. Even though July ranks eleventh 
among all months of the year, producing 
only 6 per cent of the total year’s business 
in the average store, there is business to be 
had and opportunities for increasing the 
percentage for the month. 

As the Sales Promotion Division of the 
National Retail Dry Goods Association 
points out: “July volume can be built up to 
considerably greater proportions if we lay 
better plans for getting the business than 
has been customary at this period. The let- 
down in a store that often takes place in the 
summer months could be avoided by plan- 
ning to do a representative job in those de- 
partments the records prove will be actively 
patronized.” 

The same principle of concentrating atten- 
tion on departments handling “demand” mer- 
chandise is advocated for the month of June 
—which ranks seventh among all months and 
contributes 7.9 per cent of the average store’s 
yearly volume. 

Ideas for displays of merchandise receiv- 
ing much consumer attention during these 
two months are contributed on this page by 
nine displaymen. First, at the upper left, 
tropical colors are featured in a boardwalk 
setting by C. R. Crawley, George B. Peck 
Company, Kansas City, Mo. Few “props” 
were used, but the scene has an authentic 
atmosphere. 

The same is true of the next display, cre- 
ated by Ray Putnam, Ivey’s, Inc., Asheville, 
N. C. The patio setting provides a realistic 
background for the apparel. 

J. T. Jackson, Erlanger Dry Goods Com- 
pany, Canton, Ohio, tied-in with the current 
interest in “Snow White and the Seven 
Dwarfs” with cut-out wall board characters 
from the motion picture in a display for 
prints. 

The attractive display of swim suits seen 
in the next photograph was done by V. F. 
McCullom, Davison-Paxon Co., Atlanta, Ga. 

A. J. Roeder, who directs display for the 
William H. Block Company, Indianapolis, 
Ind., designed the display for children’s play 
togs. The net and life preserver were sus- 
pended in front of a frosted glass panel 
which was lighted from behind. 

Tennis rackets and spectator sports wear 
were presented by O. D. Grimes, The Palais 
Royal, Washington, D. C., before a large 
background sketch showing two feminine 
tennis players in action as seen in the first 
photograph, right column. 

J. Huxford is the author of the setting 
used with good effect for riding habits by 
the H. C. Prange Company, Green Bay, Wis. 

Summer formal apparel was appropriately 
displayed in a natural setting by Paul A. 
Kushell, Russek’s, Detroit, Mich. 

Dramatic lighting and a sketch of fish and 
lobsters were used to catch attention in the 
display of beach wear from Bonwit Teller, 
New York City; the apparel at the left was 
held in a large sea-shell. 
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Haase, Wertz, And Tatham 
On Lithographers’ Program 


A window display symposium will be a 
feature of the forthcoming thirty-third an- 
nual convention of the Lithographers Na- 
tional Association to be held May 10-12 at 
The Homestead, Hot Springs, Va. Speakers 
will include: 

Albert A. Haase, associated with Town- 
send & Townsend, Inc., advertising evalu- 
ators, New York City, who was a co-director 
with Dr. Miller McClintock in the recently 
completed National Window Display Re- 
search; Frederick L. Wertz, president, 
Window Advertising, Inc., New York City, 
who followed through on the Research report 
with an impressive survey of his own, re- 
ported in a book entitled “Nation-Wide 
Coverage,” and Arthur E, Tatham, advertis- 
ing manager, Bauer & Black, president, 
Chicago Federated Advertising Club, and an 
instructor in advertising at Northwestern 
university. 





New Certain-teed Circular 
Shows Practical Displays 

Growing popularity is being accorded a 
special display idea service that is being 
provided to display managers by Certain- 
teed Products Corporation, 100 East 42nd 
street, New York City, and branches through- 
out the country. This service embraces the 
use of the company’s bent Beaver Board in 
curves and colors, obtainable in half-rounds 
of 6, 12, 18, and 24-inch diameters in 8-foot 
lengths, and allows for unlimited uses. Ex- 
cellent results are accomplished in modern- 
izing and freshening windows and_ shops 
within the store, while the color range per- 
mits harmonizing with most any surround- 
ing. 

“Series 2” for spring and summer is the 
idea folder which will shortly be ready for 
general distribution. This folder shows six 
unusual, practical, and inexpensive display 
treatments for windows and interiors espe- 
cially designed for National Cotton Week. 
A copy is available from the company on 
request. 





National Fishermen's Week 
From April 23 To 30 

National Fishermen’s Week will have its 
fifth annual observance this year from April 
23 to 30, according to The Sporting Goods 
Dealer, St. Louis, Mo., which sponsors the 
€vent. 

As a part of the week’s program, which 
is designed to broaden the market for fishing 
tackle, the publication is conducting national 
window display and newspaper advertising 
contests which are open to all retail stores 
in the United States and Canada selling 
fishing tackle at retail. Prizes will be 
awarded the winners, ranging from an all- 
expense-paid fishing trip to Minnesota, to 
trophies and cash awards. 





Edgar R. Tucker, 
Levy's, Dies 

For thirty-one years with Levy Brothers, 
Houston, Texas, Edgar Russell Tucker died 
ia Houston sanitarium April 8. He had 


been assistant display manager up until the 
time of his death. 
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ADD THAT TOUCH OF MAGIC 


To Your Displays That Only 
A CUTAWL Can Give 


Q1 Culawt *65 


Let the magic of Cutawl made displays create in- 
creased business for your store. Spring and Easter 
with all their merchandising possibilities lie just ahead. 
Get a CUTAWL now and take full advantage of your 
opportunities. The waiting list for QI Cutawls is grow- 
ing. First come first served is the rule—send your order 
in AT ONCE and avoid delay and disappointment. 


INTERNATIONAL REGISTER CO., °S28:°h'" 





International Register Co., 13 S. Throop St., Chicago, Ill. 4-38 
Please send information on the New $65.00 QI Cutawil. 
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|. The Development of Window Display Adver- 
tising. 
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Recession Or No Recession, 
Display Goes On 

Display has one advantage not possessed 
by any other advertising medium—it con- 
tinues in full force regardless of economic 
trends. Retail stores have windows and 
those windows must be used in bad times as 
well as good. Hence the current recession 
which had its inception back in the summer 
of 1937 has not greatly affected the business 
of suppliers of equipment, materials, and 
similar display items. 

The depression beginning in 1929 did affect 
many display factors because in those days 
display had not reached the present level of 
simplicity; ornate windows were the rule 
and a large amount of gew-gaws went into 
each display. Consequently it was possible 
to retrench on a considerable scale by elimi- 
nating all the fanciful decorations—and very 
fortunately for better display, too, since it 
helped bring about the “clean,” dramatic 
windows and interiors of the present time. 
Today displays are being kept deliberately 
simple. It is hard to conceive of cutting 
retail appropriations for such displays, espe- 
cially so since retailers have had the impor- 
tance of display brought to their attention 
in no uncertain manner during the past 
several years. 

In contrast, consider this statement by 
Alfred T. Falk, director of research and edu- 
cation, The Advertising Federation of Amer- 
ica: “In the four-year period between 1929 
and 1933 ... magazine advertising was de- 
creased by 56 per cent . . . newspaper ad- 
vertising by 46 per cent ... direct mail 
advertising suffered the least of the three, 
declining only 36 per cent. In other words, 


advertising was best maintained in media 
adapted for sharp-shooting. In every period 
of hesitation, however slight, there are al- 
ways some concerns that fall behind, while 
several new leaders spring to the front. Now 
is the time for aggressive merchandising. . . 
the present situation warrants intelligently 
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planned increases in promotion programs.” 

It is easy to curtail expenditures for high- 
priced radio advertising, newspaper space, 
and direct mail. But a different proposition 
is faced when display expenditures, already 
very low in most stores, are brought up for 
consideration. 

Current displays depend on dramatic light- 
ing, blow-ups, and other relatively inexpen- 
sive items for selling punch. There is little 
that could be cut from such simplicity. And 
merchants must use their window space in 
good or bad times, every day, every week, 
every month. In fact, when business condi- 
tions are more difficult more frequent win- 
dow changes are often scheduled. Conse- 
quently the display market continues to 
absorb materials and accessories in goodly 
quantities. 

Displaymen can assist the manufacturers 
and jobbers who have been loyal to them in 
the past by continuing their purchases in 
normal fashion—thus helping keep the dis- 
play industry stable and aiding in the re- 
covery from recession. 





For The Protection Of 
The Display Medium 

From many concerns engaged in the pro- 
duction and installation of window display 
advertising there comes the complaint that 
some very dangerous practices have sprung 
up with reference to the use of this medium 
of advertising by the distilling interests. It 
is known that this industry is operated under 
rules and regulations promulgated by the 
Federal Alcohol Administration, among 
which is a regulation which forbids any dis- 
tiller the use of display material exceeding 
$10 in value at any single retail outlet. 

Owing to competitive conditions, a number 
of distillers are vying with each other in 
placing very elaborate window, wall, inte- 
rior, and back-bar displays in retail outlets, 
this condition being most pronounced in the 
larger cities. To purchase displays of this 
kind from established display companies 
would cost many times the $10 limit, so many 
of the distillers have employed their own 
display crews to make these installations. 
On what basis the costs of these displays is 
figured we are at a loss to understand, be- 
cause in many cases the cost of the labor 
alone would exceed the F. A. A. limit, not 
taking into consideration cost of the display 
material, accessories, and overhead operating 
expense. 

We do not take issue with the use of elab- 
orate store displays because we feel that they 
are economically sound for liquor as well as 
for any other merchandise, but we do feel 
that they represent a violation of F. A. A. 
regulations and as such may finally bring 
about the banning of all display cooperation 
with retail liquor outlets, involving a great 
loss to the display advertising medium. The 
attendant unemployment in the graphic arts 
trades would be extremely hurtful at this 
particular time. 

We believe that the display advertising 
medium has been discriminated against by 
governmental regulation in limiting its use 
by distillers, but at the same time we feel 
that F. A. A. regulations should be adhered 
to, lest the result be a complete ban of dis- 
play. Either the regulation is just and 
equitable and should be religiously observed 
or a campaign should be waged to withdraw 
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all restrictions. The flagrant defiance of 
the regulation can only lead to even more 
drastic regulation, if not its total ban. [f 
this is the ultimate result, the distillers wij 
have only themselves to blame for losing the 
most economical and most powerful medium 
at their command—advertising at the point- 
of-sale. 


What Is The Outlook 
For 1938? 


The business recession which began some 
eight months ago, and which is now felt 
more intensely than at any period during 
that time, has the nation’s experts guessing. 
Predictions for 1938 range from darkly pes- 
simistic to rosily optimistic. Most econo- 
mists and statisticians, however, seem fairly 
well agreed that we are justified in looking 
forward to an abatement of present condi- 
tions, probably beginning along in late spring 
or early summer and rising toward the end 
of the year. 

A prediction by Walter Alwyn-Schmidt, 
economist and director of research for Ar- 
thur Rosenberg Company, Inc., New York 
City, is based on purchasing power and 
business activity as indicated by past per- 
formances. In his diagnosis of the years 1933 
through 1937 he shows the close relationship 
between reserve purchasing power and busi- 
ness and indicates a rise in the former 
during 1938, starting during the winter. He 
states: 

“Purchasing reserve will remain below the 
average level of 1937—it will more likely ap- 
proximate 1936. Less cash will be available 
for consumers’ purchases during the first 
half of the year, more by the arrival of fall. 
The business activity curve will also remain 
below 1937 during the first three months of 
the year. A rise can be expected around 
Easter, which will improve the four months’ 
average. The Easter rise, however, will not 
be due to an increase in purchasing reserve, 
but will be the result of the habitual in- 
crease in the volume of economic activity 
that follows the return of warm weather, 
assisted this year by the late date of Easter. 

“The Easter improvement, therefore, can 
not be regarded as the end of the present 
recession. As recovery movements in this 
country generally start either during spring 
or fall, it is more likely that the present 
recovery will be deferred to September or 
October. 

“The volume of business during the year 
may approximate the average of the years 
1935-36. No sharp rise is likely at the end 
of 1938, but a steadily climbing business 
activity curve is indicated, starting with fall, 
1938. The year 1939 may exceed 1936 levels. 
Any sudden rise should be viewed with sus- 
picion as it may easily be followed by a sharp 
drop. 

“This pre-supposes, of course, that present 
indicators run true to form and that no 
artificial obstacles are raised to check the 
free development of the economic factors 
now at work.” 








George Daigle Joins 
Rollins Company 

George A. Daigle, formerly with the Siegel 
Company, Detroit, has joined the Rollins 
Company, of the same city, as display man- 
ager. 
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Fifth Annual Banquet Plans 
Outlined For N. |. A. D. M. 


Again the members of the Northern Indi- 
ana Association of Display Men are busy 
getting ready for their fifth annual banquet 
to be held at the Hotel La Salle, South Bend, 
on the evening of May 2. A report from 
Fran Bingham, Robertson Brothers, gen- 
eral chairman for the event, says: “Display- 
men and merchants, having heartily enjoyed 
themselves at previous banquets, are looking 
forward to this one. Our local Association 
of Commerce, we are proud to say, lists this 
as al) event of importance on their yearly 
calendar. This year we are truly planning 
‘a gala one-night convention for the Mid- 
west. 

“Our program is rapidly taking shape. A 
few high-lights thus far arranged are: Frank 
W. Spaeth, vice-president, W. L. Stensgaard 
& Associates, Inc., Chicago; Thomas A. 
Lahey, C. S. C., professor of advertising, 
University of Notre Dame; R. C. Kash, edi- 
tor, DISPLAY WORLD; E. L. Bach, execu- 
tive secretary, South Bend Association of 
Commerce. As an added attraction we will 
present a humorous program starring LeRoy, 
the famous Hoosier ventriloquist who recent- 
ly was featured in Life. 

“Presidents from Midwest display clubs, 
officers of the International Association of 
Display Men, and officers of the northern 
Indiana group will give short talks, keeping 
up the reputation for a fast-moving evening 
of entertainment and instruction. Every dis- 
playman or friend of display is cordially 
invited to attend.” 





"Min-Events'"’ New Feature 
For Stensgaard 

“Min-Events” (reproducing events or de- 
signs in miniature) are being marketed by 
W. L. Stensgaard & Associates, Inc., 346 
North Justine avenue, Chicago. The Lilli- 
putian figures, settings, and backgrounds are 
all in full relief, in three dimensions and full 
color. The figures and many of the acces- 
sories are made from hand-carved or sculp- 
tored originals and are reproduced in the 
new “Min-Event” flexible composition mate- 
rial said to be exclusive with the Stensgaard 
organization. The “Min-Events” vary in size 
from 2% feet to 3 feet wide and 2% to 3 feet 
high; the depth is about 18 inches. They 
also employ lighting effects and mechanical 
action. 


Richard Wallace, 
Altman's, Dies 

Richard Wallace, one of New York City’s 
best-known display directors, died suddenly 
at his home Sunday, April 4, after a heart 
attack. For some time Wallace had directed 
display for B. Altman & Co., his ability 
gaining national recognition. Prior to join- 
ing Altman’s he was with Lord & Taylor, 
also of New York City. 

Wallace left no immediate relatives, the 
only known survivor being a cousin. He 
was 40 years old. 








New Display Head 
For Gimbel's 

Miss Edna Wollner, former stylist for 
the ready-to-wear division of Gimbel Broth- 
ers; New York City, has been appointed 
display director for the store. 
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NATION-WIDE DISTRIBUTION 


In 44 metropolitan areas in the 
United States and Canada are 
located authorized Kling-Tite and 
Hansco distributors — with com- 
plete stocks for convenient serv- 
ice and supply. 


The Kling-Tite and 
Hansco registered 
trade - marks pic- 
tured above ap- 
pear on genuine 
Kling - Tite and 
Hansco boxes as 
a protection to 
buyer and user. 
G" your displays up earlier — make ASK FOR 
them neater, more attractive, more y FOLDER 
effective — with the Kling-Tite One-Hand 


Automatic Tacker. 


Used in combination with genuine Kling- 
Tite Tackpoints, this modern display device 
insures smoother operation with fewer in- 
terruptions and delays. 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave. CHICAGO 


HANSEN 


ESTABLISHED 1920—REPUTABLE — DEPENDABLE 


























We Specialize in 


FRAMES and WE WANT TO BUY 


new ideas 


MOULDINGS from Display Builders, 


Chrome, Copper or Brass Finish; also, Zinc or Decorators, Mechanics 


Wood in Colors. A full line of Chrome Mould- 


We are in the market for new and 
ings constantly on hand. os 


novel ideas in display or decorative 
field. Write fully what you have 


F. J. Ernewein Company to offer. Confidential. 
THE HOUSE OF QUALITY AND SERVICE 
adb-mcosenivith BESBEE PRODUCTS CORP. 
23-25 DEMOND PLACE BUFFALO, N. Y. TRENTON - - NEW JERSEY 























« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Convention Interest Grows 
As Date Draws Near 


Reports from salesmen and others who 
contact displaymen in all parts of the coun- 
try indicate that an unusual amount of 


interest is being shown in the annual con- - 


vention of the International Association of 
Display Men, to be held this year June 26-30 
at the Mayflower hotel, Washington, D. C. 
Elaborate plans for both the educational pro- 
gram and entertainment features are being 
rounded into shape by the National Capital 
Display Club, host to the delegates, under 
the supervision of Arthur W. Gray, Lans- 
burgh & Brother, president of the club and 
convention director. 

Tentatively scheduled as speakers are the 
following: Earl W. Elhart, editor, Retailing, 
New York City; F. Raymond Johnson, pres- 
ident, Bonwit Teller & Co., Philadelphia; 
Frank W. Spaeth, vice-president, W. L. 
Stensgaard & Associates, Inc., Chicago; Mrs. 
Polly Pettit, director, New York School of 
Display; Walter W. Kantack, Curtis Light- 
ing, Inc., Chicago. 

Syl C. Rieser, executive secretary of the 
I. A. D. M., spent March 20 and 21 in Wash- 
ington, conferring with the local group in 
regard to convention details. During the 
committee meetings held in connection with 
his visit it was stated by L. G. Gregory, 
L. Frank & Co., chairman of the entertain- 
ment committee; that outstanding profes- 
sional talent will be engaged for the lighter 
moments of the conclave. ~ 

While details of the convention arrange- 
ments have not been announced, it is said 
that most of the business sessions will be 
held in the mornings, with elaborate sight- 
seeing trips, including a visit to the White 
House, scheduled for the afternoons. The 
convention will open, as usual, on Monday 
morning, June 27, but an open-house will 
be held on the 26th in the garden of the 
Mayflower—the headquarters hotel which 
for the first time in its long history as host 
to large conventions has turned over vir- 
tually its entire main floor to the I. A. D. M. 








Boxes in the grand ballroom of the May- 
flower will be transformed into actual dis- 
play windows for the forty-first annual con- 
vention, while the photographic exhibit will 
be located on the balcony of the ballroom. 
The physical layout of the hotel is such 
that those who visit the booths of the ex- 
hibitors will enter the Promenade and con- 
tinue without interruption through the entire 
exposition. The Promenade, as the name 
implies, is the meeting place of diplomats, 
cabinet officers, ambassadors, and other per- 
sonalities of the Washington scene. 

One of the most significant features of 
this year’s convention is the fact that there 
is to be a spirited contest for the 1939 con- 
vention city. Arthur Meyer, president, 
Greater St. Louis Display Club, has already 
announced the intention of his organization 
to make a strong bid for the ’39 affair, and 
the club is raising funds in various local 
activities to help in the promotional work 
at Washington. 

St. Louis will have competition, however, 
for the recently organized Kansas City Dis- 
playmen’s Club has thrown its hat into the 
convention ring by announcing its intention 
of inviting the 1939 meeting to Kansas City. 
The new club has secured the backing of 
the local chamber of commerce in the under- 
taking and will endeavor to send a strong 


—The art gallery 
and museum of Kan- 
sas City, Mo., whose 
newly organized dis- 
play club will make 
a bid for the 1939 
convention of the 


1. A. D. M— 


— The Kansas 
City auditorium, 
which boasts of 
tremendous seat- 
ing capacity, air- 
conditioning, and 
close proximity to, 
downtown hotels. 





delegation to this year’s convention to make 
the formal invitation. 

Writing of Kansas City’s advantages, 
Harvey J. Maxwell says: “Virtually every 
leading retail store in Kansas City is repre- 
sented in this club, working under the direc- 
tion of Milo Landes, Emery, Bird & Thayer 
Company, president; Donald D. Kester, 
Rothschild’s, vice-president ; Harvey J. Max- 
well, Frank D. Maxwell Corporation, secre- 
tary, and C. L. Roesch, The Jones Store 
Company, treasurer. 

“In proof of the sincerity and weight of 
our claim as a convention contender, the 
Kansas City membership points out that all 
the world recognizes Kansas City as the 
‘heart of America,’ lying just nine and one- 
half hours by air from Los Angeles, two 
hours from Chicago, or six and one-half 
hours from New York City. If one prefers 
to use the family car, there is a vast net- 
work of paved transcontinental highways 
leading to this city. Or if coming by rail, 
the services of twelve trunk-line railroads 
and some thirty-two subsidiary lines provide 
direct transportation from every principal 
city in the United States. 

“Completion of a $6,500,000 municipal au- 
ditorium two years ago has given Kansas 
City one of the finest convention centers in 
the country—an ideal setting for the I. A. 





D. M. exhibit and business sessions. The 
auditorium is located in the heart of the 
down-town hotel district within three blocks 
of all the principal hotels. Although the 
I. A. D. M. meetings have usually been 
staged in a hotel, Syl C. Rieser inspected 
the Kansas City auditorium a few weeks ago 
and admitted it has everything the conven- 
tion requires. 

“With effective use of color and modern 
indirect lighting, the auditorium provides 
thirty-two separate and distinct units, all 
of which may be closely knit together. In 
addition to twenty-eight available committee 
rooms which range in seating capacities from 
25 to 500, the four major units of the build- 
ing are completely air-conditioned and com- 
prise an exhibit area especially designed to 
harmonize with and focus attention on ex- 
hibits; a main arena seating 14,000; a little 
theatre seating 600, and a music hall seating 
2,650. 

“Completing the convention essentials are 
fourteen hotels in the immediate area.” 
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Equipment Manufacturers 


To Hold Dinner 

To celebrate the New York World’s Fair 
on pre-view day, the Association of Display 
Equipment Manufacturers will hold its an- 
nual dinner and dance on the evening of 
April 30. Reservations have been made for 
the entire grand ballroom of the Hotel New 
Yorker, New York City. 

Judging from advance reservations and 
ticket sales at a special rate of $3.50 per 
person, an attendance of 500 members and 
guests is expected. Prominent civic officials 
and display factors have been invited and 
the program will be broadcast over radio 
station WHN by special arrangement. 

Besides the banauet and dance a floor 
show by Broadway favorites will be given. 
Interesting mementoes of the event and an 
excellent souvenir program will be distrib- 
uted. 

Harry Wagner, president, with Louis Levy, 
vice-president, Henry Cohen, treasurer, and 
Benjamin Greenberg, secretary, are being 
capably assisted by the entertainment com- 
mittee, Benjamin Rock, Antonio Minetti, Ed- 
ward Rabbin, M. Konikoff, and Murray 
Goldsmith. David Weinberg heads the ban- 
quet program committee. 





Kaiser To Represent 
Co-Operative 

Co-Operative Displays, Inc., Cincinnati, 
Ohio, has announced the appointment of 
Robert H. Kaiser, Dayton, Ohio, as sales 
promotion agent and designer to cover the 
general display trade in the southwest and 
central Ohio territory, and especially the 
cities of Dayton, Columbus, Springfield, and 
Piqua. 





Survaunt Opens Office 
In St. Louis 

Formerly manager of the display depart- 
ment of Brown Shoe Company, St. Louis, 
Richard E. Survaunt has opened his own 
office at 221 Fullerton building, as adver- 
tising counsel. He will specialize in point- 
of-sale advertising. 





l. A. D. M. By-Laws 
Amended By Vote 


Minor changes in the by-laws of the Inter- 
national Association of Display Men have 
been made recently by a majority vote of 
the board of directors, providing for ap- 
pointment by the president of “protective 
committees as standing committees to func- 
tion in disseminating information, receiving 
and adjusting any complaints, keeping the 
association abreast of the times, and promot- 
ing satisfactory employer relations with 
members, and for members.” 





New Display Director 
For McCreery's 

Frank Rothermell has succeeded Mrs. 
Dorothy Jeters as director of displays at 
James McCreery & Co., New York City, 
effective March 28. He was formerly with 
the art and design section of Saks-Fifth 
Avenue, and with the noted stage director, 
Norman Bel Geddes. Prior to these connec- 
tions he was engaged in architectural and 
design work in Federal building projects. 
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116 E. 27th STREET, NEW YORK, N. Y. 


60 inches high, 20 feet long in roll form. Made on a strong grade of 4 Ply Flexible Paper-Board. 
On-coming Surf; full of action. Multi-color combination crayon effect, executed in fade-resistant 


Price: $3.75 per roll (West Coast & Canada higher) 
SOLD THROUGH AUTHORIZED DISTRIBUTORS 








More Exhibits --- More Exhibitors 
BIGGER DISPLAYS! 


Effective booth decorations, convincing posters and displays are on the “must” list 
for the thousands of exhibitors who will participate in coming exhibitions. Success 
in selling them depends upon your knowledge of these events long enough in advance. 


Current issues of WORLD CONVENTION DATES will start you off with a record 
of 7,000 important coming events which are now definitely scheduled for future dates 

. additional lists will follow every raonth. This 
is the service that enables so many progressive 
display men and booth builders to spot their 


“naturals” six months to two years ahead of 


competition. 


The price is low—only $15 for an entire year. 


Write today for FREE sample copy. 


WORLD CONVENTION DATE 





Published Monthly by 


The HENDRICKSON PUBLISHING CO.. Inc. 


330 West 42nd Street, New York 











































MANUFACTURERS OF... 
DISPLAY RACKS & EASELS 


“IF MADE OF WIRE... WE 
WILL MAKE IT TO YOUR 
SPECIFICATIONS” 
Counter, Floor and Window 
Display Racks, Electric Fan 
Guards, Oven Racks, 
Refrigerator Shelves... 


MANHATTAN 
WIRE GOODS CO. 


21 West 17th Street 
New York City, N. Y. 
CHelsea 2-8727 








Cotton 
and 


request. 





Natural 
Cotton Bolls 


For Promoting 


National Cotton Week 


May 30 to June 4 
Stalks, Miniature Cotton 
Display Cotton Bales 


Long stem Cotton Bolls and Natural 
Cotton Stalks with about twenty open 
bolls per stalk, 24” high. Miniature 
Cotton Bales in two sizes, 2%” and 4” 
high. Display Cotton Bales 12” and 24” 
high. Full particulars and prices on 


G. C. COLE NOVELTY CO. 
NEWNAN, GA., J. S. A. 














MANUFACTURERS AND GROWERS 




















30 


DISPLAY WORLD 


APRIL, 1938 


























—The subject of the 
illustration for the hat 
display is a complete 
reversal of the  cus- 
tomary theme for such 
point-of-sale material. 
The curved red metallic 
foil behind the letters 
reflects light to catch 
attention. An ingenious 
feature is that the 
dealer can use the dis- 
play with or without the 
front plane holding the 
hook for a hat. Pro- 
duced by Einson-Free- 
man Company, Inc., 
Long Island City, N. Y.— 





—The F. & M. Schaefer Brewing 
Company display was awarded the 
gold medal for the window display 
division of the 1937 All-America 
Package Competition— 


—Ron Rico uses an enormously en- 
larged tray of drinks in full color to 
stimulate the sale of rum. To tie up 
with this window piece there is an 
ingenious "three-dimensional" effect 
of a skier seeming to leap from a 
snowy background, complete with 
actual tiny sticks to round out the 
illusion of reality. Display by Einson- 
Freeman Company— 


—The Bigelow San- 
ford Carpet Com- 
pany floor display 
piece won first place 
in the Irwin D. Wolf 
Award Competition 
for 1937. Designed 
by Gair Creative De- 
sign and manufac- 
tured by Robert Gair 
Company, Inc.— 





—The Detecto scale display consists of a large 
stand upon which is placed a 36-inch model of 
one of the. company's latest scales. The dial, 
activated by a motor, is illuminated by a light 
which flashes on and off, showing the scale as 
it would appear in actual use. The scale is 
flanked by two wings showing the Detecto Girl 
on a scale and is topped by a lighted sign— 


—Packages of Wrigley's Spearmint gum soaring out 
over the heads of the two youngsters in the fore- 
ground is the startling effect created by an unusual 
construction on the center piece of a five-piece win- 
dow display created and lithographed in full color 
by The Forbes Lithograph Company, Boston— 
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... INEXPENSIVELY PRODUCED WITH 


new BEAVER BOARD 


IN CURVES AND COLORS 


; The illustration above indicates the extraordinary versatility of the new Beaver 
Use In Windows Colo Boards and Beaver Bent Boards in creating every feature of this and 
elnterior and innumerable other dramatic, attention-compelling window, interior and spot 
displays. You can obtain these new Boards from your local Beaver Board 

If unable to obtain locally, write direct to— 


Spot Displays distributor. 





Send in the coupon for 


r( > | 
DISPLAY IDEAS | Suggestions for Cotton 


gor 








Effective Ideas For Your 


COTTON WEEK DISPLAYS 












CERTAIN-TEED PRODUCTS CORPORATION 





COTTON Week .. . also for all- 

eeanasie aia | year-round promotions... 

new BEAVER eens | profusely illustrated ... 
Ea | FREE. 









100 EAST 42ND STREET NEW YORK, N. Y. 
CERTAIN-TEED PRODUCTS CORP. D-4 
100 East 42nd Street, New York, N. Y. 

Gentlemen: 
Yes, | want a copy of Suggestions for Cotton Week . . . also for all-year- 


round promotions. 


NAME..... Rae De ae EY Seat mean 









ADDRESS. . 
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DRAMATIZE 


WITH 


BLOWUPS 
AND STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 


Sepia or Monotone 


Blowups are widely and effectively 
used in show windows, store inte- 
riors and for exhibits. 


Made from your own photos, or 
you can select suitable _illustra- 
tions from our photo library. 
Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 





uv 


INTERNATIONALLY FAMOUS 





BOND FINISH GLOSS FINISH 


*FAMOUS AMONG LEADING 
DISPLAYMEN EVERYWHERE FOR 
%& SUPERB QUALITY 
%& GREATER STRENGTH 
*%& COLOR UNIFORMITY 
% ORIGINAL GUIDE LINES 
*& THREE SIZES 


SEND FOR OUR COLOR CHART 


: The Reyburn Manufacturing Co., Inc. 
DISPLAY DIVISION 


SHOW ROOMS AND WAREHOUSES 
106 7th Ave., N. Y. 1100 S. Wabash, Chicago 
Allegheny Ave. at 32nd St., Philadelphia 

















“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 
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Displaymen today lack definite convictions. 
We don’t know what we are. We don't 
know after forty-one years of organization 
how to define ourselves as a group. Every- 
body it seems turns to Washington these 
days for information and the I. A. D. M. 
being no exception wrote down to the De- 
partment of Labor and asked this question: 
“Ts a displayman a professional man, artist, 
artisan, or what?” During the Blue Eagle 
era, let us not forget, we were listed along 
with the truck drivers and janitors. The 
editorial of the March DISPLAY WORLD 
covers this in its entirety, but the sad part 
of it all is that the I. A. D. M. after two- 
score and one years is still carrying the 
white cane, standing in the darkness waiting 
for someone from Washington to tell us 
what we are and why. We don’t know 
whether we are professional, semi-profes- 
sional, or just in the class of technicians. 
The only platform display has today is one 
that takes us in three directions. One dis- 
playman decides he is a professional, so he 
wears that tag. Another decides he isn't 
quite so high hat, so he decides to be a 
technician. The third is the one that always 
takes the middle road, so he calls himself 
a semi-professional displayman. Hundreds 
of others who haven’t heard about the World 
War being over call themselves window 
trimmers. Are we a cross between a jack 
of all trades and an artist? What are we? 
Do we think with our hearts and emote 
with our heads? Lacking definite convic- 
tions, it seems to me displaymen would 
rather think in marble and build in mud the 
great future they have before them. This 
certainly accounts for poor performance as 
a group thus far. 





Thinking over all the displaymen I have 
known, a few stand out over the rest due to 
their convictions. They would act the same 
in the dark as they do in the limelight, and 
are not influenced in their conduct by the 
fact that someone is watching them. If these 
men undertake a task, you can depend on 
their carrying it out regardless of the ap- 
plause or lampoon. These men, it seems, 
have a code of principles that the entire 
display field could well practice. First, they 
have character, which is mainly determined 
by their conduct in the circle of their display 
influence. Second, they have loyalty to the 
ideals of display, which brings them to meet- 
ings, local as well as national, regularly. 
Third, they better display by giving their 
time and money to its national advance- 
ment. In brief, these men believe in dis- 
play, and they do something about it be- 
cause they have definite convictions. These 
men do more than think in marble, and they 
build up display with something besides 
mud. Membership or leadership lacking 


definite convictions in an organization is 
like a display window without merchandise. 
Men like Charles Morton and Jim Berg from 
the beginning of the I. A. D. M. fought to 
preserve display for displaymen and it seems 


that displaymen today should appreciate the 
objectives thus far obtained. They should 
at least have some convictions regarding the 
unionization of their craft. They should 
at least have something besides a three-way 
platform regarding what they are in the 
merchandising world. Never has there been 
a time when display and displaymen have 
been challenged as they are today from the 
outside. We may not use force to expand 
display, but there is a power of our con- 
victions, if organized as it should be, which 
would be more potent than any tracking-his- 
own-trail picket of today. We have that 
power of our convictions if used cellectively, 
but as individuals merely content to build 
with mud, we as displaymen are hopelessly 
lost. Every state in the union has hundreds 
of displaymen content to clothe themselves 
with indifference to display unity. They lack 
display conviction. Such a state of affairs 
means that displaymen refuse to think. As 
Chesterton once said, “When they think that 
they are thinking they are merely rearrang- 
ing their prejudices and call it thinking.” 
Display opportunities, display advancement 
call us forth to arise and walk. But many 
displaymen lack real convictions and are too 
sleepy to arise and too lazy to walk. 





A sign on a church bulletin board on a 
beautiful spring morning with the sun as a 
spotlight: had this to say: “The failure is 
the one who loafs on the job!” 





This column is always interested in hear- 
ing about hard-working displaymen and this 
month out of the Northwest comes a splen- 
did example. A young man who is doing an 
excellent job for the largest exclusively 
ready-to-wear store in St. Paul is display 
manager for Husch Brothers of that city. 
After a de luxe training under that master 
craftsman, George Wagner at Peck’s, this 
young man put his boots on and headed for 
that great country of lakes called Minne- 
sota. He is 26 years old. After hours: of 
work in St. Paul a displayman can even find 
plenty of things to amuse himself besides 
going window shopping. This lad was de- 
termined to fit himself better for his job, so 
he enrolled in a seventeen-week university 
extension course in fashion merchandising, 
headed by the large merchandising heads 
from the Twin Cities. He has completed 
this course and surely his windows will have 
an added touch that only first-hand fashion 
knowledge can impart to them. This young 
man is an expert photographer as well as 4 
displayman and he takes pictures of every 
display that he believes to have merit and 
selling appeal. His ambition for knowledge, 
his album of displays, and his love of his 
work, as well as the charming young girl he 
is to marry in June, are rungs which form 
steps up the ladder to success. Man the 
guns, displaymen, ready, aim, fire !—It’s 4 
hit and the salute lands on Jerry Timm, 
Husch Brothers, St. Paul. 
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Detroit Club Plans 
"Junior Night" 

A “Junior Assistants’ Night” has been 
arranged for the May meeting of the Detroit 
Display Club, at which the younger display- 
men will have full charge of the evening’s 
program. Kenneth Nief, R. H. Fyfe Com- 
pany, chairman of the committee, will be 
assisted by Charles May, Allan Brown, and 
John ‘| ainsh. Demonstrations and short talks 
will be featured. 

At the club’s meeting on April 4 at the 
Hote! Statler, the speaker of the evening 
was Clair W. Ditchy, past-president, Michi- 
gan Society of Architects, who discussed new 
window designs, materials, and _ lighting 
equipnent. He stressed the value of close 
cooperation between architect and display- 
man in new store construction and in re- 
modeling. 

Joh: C. Taylor, formerly of Washington, 
D. C., the new display manager for Kline’s, 
Detroit, gave an interesting account of the 
plans made by the Washington club for the 
1938 convention of the International Asso- 
ciation of Display Men. Taylor has also 
been with Bullock’s, Los Angeles, and the 
S, A. Barker Company, Springfield, Ill. He 
was for two years state president of the 
Illinois Display Association. Bert Van 
Dorn, formerly display manager at Kline’s, 
has developed a large clientele in the free- 
lance field. 

The Detroit Ladies’ Auxiliary announced 
its annual charity bridge luncheon to be held 
Wednesday, April 27, in the Fyfe auditorium. 





New Display Firm 
Opens In Buffalo 

A new display production company, known 
as International Display Corporation, has 
been opened at 168 Florida street, Buffalo, 
N. Y. The plant has complete woodworking, 
paint, and processing shops, occupying ap- 
proximately 25,000 square feet of floor space, 
and is equipped for large production orders 
as well as ordinary runs of displays in wood, 
metal, glass, and other display materials. 

Connected with the firm are George N. 
Chapman, art director, who has designed 
displays for many national advertisers; John 
C. Eastman, formerly of Tri-tex Displays, 
Syracuse, N. Y., and R. H. Roberts, vice- 
president, who has had considerable experi- 
ence in the display field. 


Columbia To Make 
Architex Products 

Columbia Display Materials Company has 
been formed to operate from 131 Prince 
street, New York City, under the manage- 
ment of David L. Opperman, to manufacture 
and distribute Architex display products and 
materials, the firm having purchased outright 
the entire patent rights and manufacturing 
plant. The firm also manufactures various 
decorations such as tinsel cloth, jewel cloth, 
pebble, sand, gravel, and other beach display 
novelties. Literature and illustrations are 
now available. 








Riley New Display Head 
For Bergdorf's 

John R. Riley has been named display 
manager for Bergdorf Goodman & Co., New 
York City, succeeding James David Buckley, 
who has resigned. 
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bala’ surface 


I ever used.” 
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“Those NEW HAMBURG 
GRASS MATS 
CERTAINLY DRESS UP 
our Spring Displays” 


“We've had more compliments 
and sold more merchandise from 
those displays than anything we 
have done in a long time.” 


If you want more attractive spring 
displays, use these better, thicker, 


HAMBURG FLORAL MFG. CO., INC. 


HAMBURG - 


LARGEST AMERICAN MANUFACTURER OF GRASS MATS 








smoothly cut Hamburg Grass 
Mats. They pay their cost many 
times over in extra sales. 


Prompt shipments from stock. 
Order Hamburg Grass Mats from 
your local Display Equipment 
House. 


NEW YORK 














s 

Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual — in 
full-sized show windows. A staff of N. dis- 
play experts helps them to “Learn by sane - 
Our graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet “N”, 8 E. 418t St., New York City 





CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY LIN FINISHES 


Kr} More Beautiful 
and Less Expen- 
sive than Hand 

LIN Cut Letters. 


Write 4 Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 
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A COROCRAFT 
PRODUCT 


The Standard Corrugated 
Display Material 


DOUBLE DYED to give extra fastness and 
brilliancy of color. Look for the guarantee 
on every package. 


Our Spring and Summer Line includes 
SPECIAL NEW DESIGNS 


manufactured under patented process. 
SEND FOR OUR NEW CATALOG 
@ 


WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
175 Fifth Avenue New York 


N 


WINDOW DISPLAY 
CARD WRITING 
and ADVERTISING 
By Our 
HOME STUDY 
METHOD 


























EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 










SEE THE NEW 


BRISCHOGRAPHS 


at yoyr dealer or write . 
The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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Carnival=Like Atmosphere 
For Window Panorama 


By HAROLD GIBSON 
Rosenfield's, Baton Rouge 


Readers of DISPLAY WORLD are well 
aware of the cooperative openings in such 
cities as Portland, Ore., and many others, 
with their spring and fall events, but in 
Baton Rouge, La., on March 17, just one 
month from Easter, was presented the first 
cooperative opening of this city—“The Easter 
Window Panorama.” 

We made this event a triple-feature affair, 
dramatically presenting authentic Easter 
fashions—a comprehensive showing of the 
latest models in automobiles—and a band 
concert by the five leading high school bands 
of this section. The bands were placed at 
the corner of each block on the main street. 

The streets were cleared at 6:30 o’clock by 
the police, and new 1938 model automobiles 
were on display in the center of the street, 
each dealer having one block. 

The above two features, as accessories to 
the main purpose, brought the crowds early 
and kept them interested till 8 o’clock. Then 
the store windows of thirty-seven participat- 
ing merchants and automobile dealers, which 
had been veiled for at least two days during 
the installation of the Easter displays, were 
unveiled at the stroke of 8—and Easter 
fashion’s most intriguing styles were dra- 
matically revealed to the public, who came 
from miles around. 

The Easter Panorama, pronounced “Fash- 
ion Day” by mandate of Mayor Wade 
Bynum, advised the people of the city to 
participate in this event. The success of the 
Easter Window Panorama was _ inevitable, 
with the cooperation of newspaper stories, 
radio announcements, billboard posters, and 
the other advance publicity it received. 


A style show for the entire family brought 
men, women, and children downtown, for 
there was something of interest for every- 
one. Even the small round-eyed miss of 4 
who was temporarily lost from her mother, 
fully enjoyed herself, for she kept right on 
gazing at the entrancing Easter bunnies jp 
a store window, too pleased to realize her 
solitary state. 

The streets resembled a carnival ceiebra- 
tion in gaiety, good humor, and atmosphere. 
Long before the windows were unveiled at 
8 o’clock, the crowds had gathered to view 
the shining cars parked down the middle of 
the main street and to listen to their favorite 
melodies rendered by one or more of the 
gaily uniformed bands stationed on the stree{ 
corners. 

Having Easter as a theme on which to 
arrange the style revue, we put our best 
foot forward, with the result that some of 
the most attractive windows ever to be seen 
in Baton Rouge greeted the eyes of spec- 
tators when the curtains were removed. 





Johnson Joins 
Stensgaard 

Simultaneously with the opening of larger 
New York City quarters, W. L. Stensgaard 
& Associates, Inc., Chicago, has announced 
the addition of Ray Johnson to the firm’s 
designing staff. Johnson studied at the 
Academy of Arts, Chicago, and also with 
Oscar Gross and Andrew Loomis. He has 


had thirteen years of practical experience 
in the commercial field, devoted to creative 
and productive renderings. 





a Ay su 





py 
+ 
ql 


—One of Rosenfield's Easter Panorama windows on view during the first cooperative spring 


opening event to be held in Baton Rouge. 


Light green was used against green moire pcnels, 


with illuminated wire-screen columns, for this particular display— 
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We 
Hf Can Supply 
Y our 


Needs! 


GIANT PHOTO/ 
ENLARGEMENTS- 


UP TO ANY SIZE—ANY QUANTITY 


A complete Photo Service for all your 
Needs—Transparencies—Murals—Copies 
—Mounting—Black and White—in Color 
and Monotones. 






e——_ 
ANIMATED WINDOW DISPLAYS— 
BACKGROUNDS — ART WORK — 
LETTERING — BANNERS—CUTOUTS 
._—— @-—-- 
SILK SCREEN SIGNS 
IN ANY QUANTITY 
—-9-—- 
DISPLAYS 
BUILT TO YOUR SPECIFICATIONS 
















t -] 
Our 

7 
SATISFACTION GUARANTEED ! 


VAN IAN YI ON hee 
LANL BAY en id Lt 
525West 45ST. WE | 


Write For Low Quotations 















IMPORTED 


DOMESTIC 


CORDUROYS 
VELVETEENS 





RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 




















WOOD EFFECT PAPERS 
DISPLAY BACKGROUNDS 


Write for Samples 











W. H. S. LLOYD CO., Inc. 


48 West 48th St. New York City 





Scott Furriers Win 
Window Contest 

A display designed by Sam Rosenberg, as- 
sisted by Irving Sussman, was awarded first 


Prize in a spring window display contest 
Promoted in Providence, R. I. 
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—Above is reproduced the certificate of achieve- 
ment which will be awarded by the International 
Association of Display Men to ten men or 
women for outstanding accomplishments in the 
field of display. Complete information on par- 
ticipation in the "achievement contest" was pub- 
lished in the February, 1938, issue of DISPLAY 
WORLD. Details may be obtained from the I. A. 


Talon Contest Offers 
$200 In Prizes 

The Dritz-Traum Company, Inc., New 
York City, is sponsoring a nation-wide dis- 
play contest in which $200 in cash prizes 
will be awarded for the best interior or 
window display in which the Talon slide 
fastener is featured. The awards will be 
divided as follows: first, $50; second, $25; 
third, $15; fourth, $10. In addition there 
will be twenty prizes of $5 each. As many 
display photographs as desired may be sub- 
mitted from one store; each will be consid- 
ered individually. 

All entries must be postmarked not iater 
than May 1, 1938, and should be addressed 
to the display department of Dritz-Traum, 
15 East 26th street, New York City. Judges 
will be V. W. Sebastian, DISPLAY 
WORLD; Arthur Mellin, Notion and Nov- 
elty Review; Arthur I. Boreman, Dry Goods 
Journal; Miss Adalin Padway, Department 
Store Economist; Mack Goldman, Wom- 
en’s Wear Daily, and Miss Constance Tal- 
bot, National Retail Dry Goods Association. 


Frank G. Kaplan, 
Milwaukee, Dies 

Frank G. Kaplan, who for forty years had 
been engaged in display work in Milwaukee, 
Wis., died suddenly at his home March 30. 
He served for thirty-five years with the old 
Stumpf & Langhoff Company chain of retail 
clothing stores, had been with Gimbel Broth- 
ers, and for the past several years conducted 
a display service for Milwaukee retailers. 
He is survived by his wife and one son. 








New Display Firm 
For Detroit 
Display Center of Detroit is the name of 


a new firm located at 424 Book building, 
Detroit, Mich. The company handles dis- 
play materials, fabrics, fixtures, accessories, 


and the like. 
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@BAMBOO POLES 





° @AWNING STRIPE 
@CORRUGATED PAPER 
MAHARAM e@GRASS MATS 
CAN FILL @BEACH CLOTHS 
EVERY @DISPLAY FABRICS 
@ LEATHERETTES 
ay @MATEX PLIOFILM 
@CHROME PRODUCTS 
@CORK PRODUCTS 
@COMPRESSED SISAL 
Sembee @ CEL-O-GLASS 
and Prices @DISPLAY PAPERS 
on @ MOULDING 
Request @ WALLBOARD 


@DIE CUT LETTERS 








FABRIC CORPORA TI ION. 


NEW YORK—1!30 WEST 46TH STREET 
Chicago—6 East Lake Street 
St. Louis (DeSoto Hotel) 


MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; naturai, charm- 
ing, sophisticated. 


FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 


In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St... fi von n'? 


A COPY! 


Daily’s NEW 


sic! a 1938-39 
a | a 


CATALOG 


Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 

BertL.Daily.Ine. 
122 East Third St., Dayton, O. 


COLORED GRAVEL 
Brilliant Oil Colored Marble 
in Yellow, Pink, Magenta, etc. 
IDEAL FOR SPRING AND SUMMER DISPLAYS 
Write for Samples and Prices 


WILLIAM G. WALSH 


247 10TH AVE. SAN FRANCISCO, CALIF. 
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IBCOFOIL 





















Mouldings by 
BERLIN assure 
you of superla- 
tive quality from 
wood core to lac- 
quer or foil finish. 
Enlarged line in- 
cludes complete 
range, Gold, Silver, 
Copper Foil, Bright anc 
satin finish. New Pyrox- 
olin colors meet every 
requirement of the trade. 
Circulars & Prices on request. 
Dealers write for discounts. 














IRBECO 





CHROME MOULDINGS 


An Irving Berlin Product 
The tops in moulding quality. A 
chrome finish moulding that holds 
its lustre. All mouldings can be had 
to your specifications. LOOK for our 
New Line of Hollows and Snap-Ons. 


Our No. 606 


‘Per 100 Ft. 
%" ($4.00 
f ” "$5.00 
Meret is $6.00 


The first thought for Artists’ and Sign Writers’ Supplie 









314 W. 44th ST. new YORK CITY, 









CARDCRAFTS 


Presents 


--e SHOW CARD BOARD 
SIGN BOARD 
DISPLAY BOARD 


With a fine surface finish that meets 
every requirement of ARTISTS, SIGN 
PAINTERS and SCREEN PROCESSORS. 


CARDCRAFT BOARDS 
e Absorb Colors Perfectly 
eAssure Perfect Registration 
eCost No More 

24 Brilliant Colors 8 ply to 28 ply 


WHITE PROCESS BOARD 


8 to 28 ply and Heavier 
y—and — 
CARDCRAFT DE LUXE is an Illustration 
Board that once tried, is always used 
thereafter. 





WRITE for Samples and Color Cards 
mentioning Your Dealer's Name 











Distributors Write Now 


Cardcrafts, Inc. 


New York City 


115-117 Wooster St. 


DISPLAY WORLD 


Abstract Display Is Subject 
Of Life Presentation 

The well-known weekly, Life, assisted by 
V. W. Sebastian, New York City representa- 
tive of DISPLAY WORLD, presented in 
the March 28 issue three pages devoted to 
a pictorial presentation of abstract and sur- 
realistic displays from Fifth avenue. Win- 
dows from Bonwit Teller, Bergdorf Good- 
man, Elizabeth Arden, and others were 
shown in full color, while the hydraulic lift 
windows of Lord & Taylor came in for a 
page in which their novel features were dis- 
cussed. 

Among the displaymen mentioned were 
Dana O’Clare, Lord & Taylor, James D. 
Buckley and John R. Riley, display design- 
ers, Malcolm J. B. Tennent, whose remark- 
able abstract displays for Meier & Frank, 
Portland, Ore., were singled out for special 
mention, and Karl Kneis, Stix, Baer & 
Fuller Company, St. Louis, Mo. The ref- 
erence to Kneis was not strictly accurate, 
since it was stated that he won “first prize 
at the Display Men’s Convention for his 
window with fishpond of running water,” 
whereas in reality Kneis’ complete series of 
displays won both the grand prize and the 
sweepstakes award. 





Nalco, Inc., Introduces 


"Bamboo" Background 

Realistic as to coloring and size is the new 
“Bamboo” decorative display paper created 
and now available to the display field by 
Nalco, Inc., 116 East 27th street, New York 
City, and accredited regional dealers. The 
design is a reproduction of bamboo poles. 
The product is put up in roll form on a 
special pliable paper-board. Rolls are 48 
inches high, and the design is such that by 
mounting one length above another, various 
heights are obtainable. 








APRIL, 1938 





Summerton To Open 
Modern Studio 


L. E. Summerton, whose outstanding work 
is well known in the display field and whose 
articles and show cards appear frequently jn 
DISPLAY WORLD, will soon open a mod- 
ern display studio in Memphis, Tenn. He 
will handle a varied line of display mate- 
rial as well as manufacturing and installing 
displays. 





Boston Displaymen 
To Frolic 

The eighth annual formal dinner daiice of 
the Boston Display Men’s Club will be held 
at the Touraine hotel, Tuesday, May §, ac- 
cording to Louis Marcus, chairman oi the 
entertainment committee. 





Dix Linn Masculine, 


Not Feminine 

A note from Frank McCann, McCann Dis- 
plays, 1480 West Ninth street, Cleveland, 
Ohio, raises a gentle protest at the sex 
ascribed to his new heir, Dix Linn, in tke 
March issue of DISPLAY WORLD. It 
seems the baby will eventually attend Har- 
vard or Yale—not Vassar. 


George Hart Joins 
Kline's, Atlanta 

George Hart, formerly in charge of dis- 
play for Sears, Roebuck & Co., Atlanta, Ga., 
has joined Kline’s, of the same city, as as- 
sistant display manager. 





Frank Hoerger 
With Stecker 

Formerly with The Blum Store, Philadel- 
phia, and. James McCutcheon & Co., New 
York City, Frank Hoerger has been made 
display manager of Stecker’s, Inc., Phila- 
delphia. 




















—A dramatic appeal to “play cards!" greeted passersby in this display by J. R. Stewart, 
Barker Brothers, Los Angeles. The card table sets were shown in different color combinations, 
while show cards in the foreground pointed out sales features. The background was piain 
white, with the caption lettered in black script— 
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SMBS MOULDINGS 


We manufacture over 150 shapes in metal 
covered and solid metal mouldings. Bright 
and satin chrome, copper, brass, bronze, 
plated or solid, aluminum, stainless steel; 
Special orders produced quickly. 
We also manufacture perfectly mitred 
FRAMES. 


Send for New 1938 Catalog No. 12 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
225-229 East 144th St. New York, N. Y. 





New FTC Amendments 
Sweeping In Effect 

Amendments to the Federal Trade Com- 
mission act, which President Roosevelt ap- 
proved March 22 and which will become 
effective May 21, call for increased caution 
by American business in thousands of daily 
operations. Under these amendments the 
Commission can issue “cease and desist” 
orders against any act or practice in inter- 
state commerce that is “unfair or decep- 
tive.” 

According to the rule which the Supreme 
Court recently laid down in a unanimous 
decision, “The fact that a false statement 
may be obviously false to those who are 
trained and experienced does not change its 
character, nor take away its power to de- 
ceive others less experienced . . . laws are 
made to protect the trusting, as well as the 
suspicious.” 

Truth in advertising is unequivocally 
written into the national law by these 
amendments to the Federal Trade Commis- 
sion act. 





Wire Goods Company 
Opens Division 

An enlarged service division for wire dis- 
play racks, figures, novelties, and shelves has 
been opened by the Manhattan Wire Goods 
Company, 21 West 17th street, New York 
City, under the ownership and management 
of Joseph Salat. Illustrated folders on the 
company’s products will be sent on request. 





George Russell Returns 
From Scotland 

George R. Russell, formerly with the dis- 
play departments of Marshall Field & Co., 
Chicago, and William Hengerer Company, 
Buffalo, N. Y., has returned from an exten- 
sive stay in Scotland. Russell’s descrip- 
tion of the displays and exhibits at the Em- 
pire Exhibition, Glasgow, appeared in the 
January issue of DISPLAY WORLD. 





Men's Wear Research 


Nearly Completed 

Miss Elsa K. Noice, Display Research 
Service, 35 East Ninth street, New York 
City, is completing an elaborate research 
project on men’s wear, which when finished 
will be published for libraries, the retail 
field in general, and for displaymen in par- 
ticular in order to assist them in securing 
new ideas for the more profitable presenta- 
tion of their merchandise. 
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Hiffman Appoints Committee 
For Display Evaluation 

Erwin A. Hiffman, president, International 
Association of Display Men, St. Louis, has 
announced the appointment of the following 
committee to prepare a formula for evaluat- 
ing individual window displays: 

Vernon H. Jones, W. L. Stensgaard & 
Associates, Inc., Chicago, chairman; Carl 
V. Haecker, Montgomery Ward & Co., Chi- 
cago; John G. Doran, Garrison-Wagner 
Company, St. Louis; Syl C. Rieser, execu- 
tive secretary, I. A. D. M. 

The purposes of the committee will be to 
attempt to determine how to measure the 
effectiveness of a window display, how to 
build displays that sell, and to work out a 
serviceable yardstick for evaluating the sell- 
ing power of a display before it is installed. 

Vernon Jones will make a report of the 
initial progress of the committee at the I. A. 
D. M. convention at the Mayflower hotel, 
Washington, D. C., June 26-30. 





Display Manual Published 
By American Viscose 

A “Crown Tested Rayon” display manual 
has just been issued by American Viscose 
Corporation to give practical help to display 
managers in retail stores throughout the 
country. This handbook, prepared by the 
corporation’s newly established Display Ad- 
visory Bureau, contains sixteen display lay- 
outs for windows, cases, islands, ledges, and 
special displays for departments. 

Each layout is accompanied by a set of 
suggestions for building, color selections, and 
merchandise trim. 

Six prizes of $25 each will be awarded 
every six months for the six best displays 
featuring Crown Tested Rayon merchandise. 
These may be original ideas or adaptations 
of those found in the manual. 





Centennial Exhibition 
For Wellington 

A Centennial Exhibition will be held in 
Wellington, N. Z., during 1939, according to 
a letter from C. H. Andrews, head of the 
large display supply firm of the same name 
in the New Zealand city. He adds, “While 
we do not have ambitious dreams that we 
will be able to eclipse those of New York, 
San Francisco, or Glasgow, we feel that 
what we can not make up for in size we mav 
be able to do in originality. It will be a 
great stimulant to display in New Zealand.” 





Ralph Adler Sails 
For France 

Ralph A. Adler, James B. Williams, Inc., 
display fixture house of New York City, 
sailed on the S. S. Normandie Friday, April 
1, for a combination business trip and vaca- 
tion in France. He is expected to return 
to New York City on May 1. 





Fairbanks Company Installs 


New Display Room 

Thomas N. Fairbanks Company, Inc., 373 
Fourth avenue, New York City, has installed 
a display room for their varied line of papers. 
One of the most interesting items on display 
is a complete line of “Wood Veneer,” an 
actual shaving of real wood, suitable for dis- 
play cards, backgrounds, and the like. 
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SMART SPRING 
CHAPEAUX 


Can be given special emphasis 
with this startlingly chic and 
charming head from the gifted 
fingers of Sculptor McLay. 


The rope hair treatment, coupled 
with just the touch of sophisti- 
cation, gives this unbreakable 
Rubberlite creation, outstanding 
appeal. 


STYLE RP 206 
PRICE $4.50 


Consult your jobber, or write, 


RUBBER PRODUCTS, INC. 


529 S. Jefferson St. 
CHICAGO, U. S. A. 








You spend good 
money for adver- 


ARDBOARD tising cutouts oer 
ee EASELS counter oe 


dise displays. 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














FABRICS--FORMS--STANDS 


Complete Line of Display Equipment 


Naythons Display Fixture Co. 
205 N. 13th St. Philadelphia, Pa. 
Complete Service Thru this Territory and the South 





ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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ATTRACT MORE ATTENTION WITH 
LIGHTING CONTROL! 
[Continued from page 22] 

late afternoon and you want light in your 
windows, it is an easy matter, if you have 
a time-switch with manual external button, 
to trip it. Even so, this manual operation 
at any time, whether it is of the “on” or 
“off”? lever, will im no way interfere with 





—A small, inexpensive, adjustable speed 

flasher. Through its action, one of these 

flashers will add attention-getting anima- 

tion to an otherwise "dead" display 
window— 


the functioning of subsequent automatic 
operations. 

So, with all the money you people spend 
on decorative devices and display materials, 
the cost of a good lighting installation and 
small expense of an automatic time-switch 
is easily offset by the extra display time, as 
well as the convenience, gained! 


So much for time-switches. Now, as to 


DISPLAY WORLD 





—A time-switch operates exactly like a fine elec- 
tric clock. It can be set to turn window lights on 
at any given time and to turn them off when 


prospects thin out. While the switch is com- 
pletely automatic, it can be turned on or off 
by hand at any time without affecting the 
sequence of subsequent automatic operation— 


the use of flashers in connection with display 
windows, let me point back to my previous 
remark that I know nothing about display 
designing, but here are a few suggestions as 








OPPORTUNITY EXCHANGE 








SALESMEN WANTED 


We have an opening for thoroughly ex- 
perienced salesmen covering the depart- 
ment and specialty store trade in the 
Southern and Middle-Western States. 
For men with proven records in the dis- 
play fixture and display accessory field, 
we have a real proposition. Please give 
us references and all vital information 
in first letter. 


Arrow Decorating & Fixture Co. 
19 South Fourth St. Philadelphia, Pa. 











SIGN AND PICTURE PROJECTORS 
Many makes, new and used, $3 to $16. 
Send for a list. (All projectors guaran- 
teed in good condition.) 

SIGN PUBLISHING CO. 
1925 Franklin Ave. St. Louis, Mo. 


COURSES in WINDOW & STORE DISPLAY 


Display Card Writing, Merchandising, Display 
and Store Design, Advertising Copy and Lay- 
out. Personal Training—Individual Advance- 
ment. Resident Classes only. No Home Study. 


THE RAY SCHOOLS, CHICAGO, ILL. 
116 South Michigan Boulevard Dept. DW 








GOOD NEWS for DISPLAYMEN! 


It’s easy to make your own Blowups & Giant 
Photos at about one-tenth the usual retail prices. 
No art ability necessary. Tie-up displays with 
current magazine publicity. Make Photomurals 
for Windows or wall decoration. Complete Illus- 
trated Instructions $1.00. Literature Free. 


FOGARTY, 1689-D, Capitol, Bridgeport, Conn. 








ADVERTISING — HOME STUDY-—The Adver- 
tising Miuded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3€01 Michigan Ave., Dept. 266C Chicago 








POSITION WANTED 
Display artist, sign and showcard writer—builds 
window backgrounds, silk screen, and Cutawl 
displays for over counter and ledge trims—20 
years’ dept. and variety store experience. Have 
own complete equipment. Will go anywhere. 

Address “BOX 401” 

Care of DISPLAY WORLD 








SALESMEN—Experienced, with a _ following 
amongst the chain stores, national advertisers 
and department stores ta represent a leading 
manufacturer of a nationally advertised line of 
display fabrics and papers, for all parts of the 
country. Good proposition to the right party. 


Address “SALES, BOX 77,” Care DISPLAY 
WORLD, 151 5th Ave., New York City. 











ARE YOU INTERESTED IN A BETTER JOB? 


Learn the display arts—expert instruction in 
WINDOW DISPLAY, DESIGN & CONSTRUC- 
TION, LETTERING and ADVERTISING ART 
under leading craftsmen. Day-Evening Ses- 
sions. Easy Terms. Placement Service. Request 
BOOKLET D. Broadway School of Display 
Arts, 119 West 57th St., New York City. 








SALESMEN WANTED 


All over the country for easy selling disp!ay 
fabrics to be carried with other line. Fabrics 
interesting for jobbers, too. 
Address “FABRICS,” Box 77 
Care DISPLAY WORLD 
151 Fi‘th Ave. New York City 
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to how flashers could be used, and I think 
quite effectively, as an attention-attracting 
medium in display windows. 

For instance, a flasher used in connection 
with a motor-driven display turntable could 
alternately stop and start the motion, at the 
same time turn on a spotlight trained on 
the object on the turntable as it begins re- 
volving. One single flasher would do both 
jobs. 

Here is another one: every other reflector 
in the window could be covered with blue 
and yellow transparencies. A flasher would 
turn on, first, all blue lights; second, as the 
blue lights go off, the yellow lights would 
come on: third, both sets of lights go on to- 
gether, bathing the whole display in grven. 
This scheme would be exceptionally eftec- 
tive with carefully selected merchandise and 
neutral colored background. A large variety 
of color combinations could be used in this 
manner for a battery of windows. 

Still another: two or more objects in one 
window could be spotlighted from concealed 
reflectors. Flashers would control each spot- 
light to stay on for several seconds, going 
off as another object is spotted. Here, too, 
colored lighting could be introduced with 
excellent effect. 

For example, suppose you have two gar- 
ments of different colors to display in one 
window; you want to show each in its 
natural color, although you also wish to 
achieve added dramatic effect through the 
use of colored lights. The difficulty is that 
if the entire window is flooded with a shade 
of light favorable to one gown, the other 
suffers, and vice versa. Yet what could be 
simpler and more attractive than to use two 
spotlights controlled by an automatic flasher, 
so that each gown takes its turn at being in 
the limelight? Each can thereby have the 
benefit of color lighting which brings out 
the particular garment’s brilliance and 
beauty to the fullest extent, and at the same 
time there is no clashing of colors in the 
display. Such an arrangement has the merit 
of action, through the “off and on” of the 
spots, “color selection” best suited for the 
merchandise, and enables the shopper to 
compare the gowns at their best. 

One more: a border chaser-flasher operat- 
ing the lights of an arrow pointing to a 
“special” in the window; the lamps could 
be either white or colored. Either way, the 
attraction value of the display is immeas- 
urably increased through the special motion 
and lighting effect. 

The whole idea of using flashers in dis- 
play windows is simply that they provide 
vivid action—and action does attract atten- 
tion! Perhaps the few suggestions I’ve 
made will stimulate your own creative pow- 
ers along the lines of using modern lighting 
control for display lighting, spotlighting, 
colored lighting, and indirect lighting in 
your profession. 


SURREALISM INFLUENCE STILL 
MANIFEST 
[Continued from page 3] 
a faun all mixed up in the optical illusions, 
but, as Bonwit Teller states, “they must be 
seen to be believed.” “Nest Eggs” presented 
a number of surprises such as a flying “uff, 
five little birds peeping out of the decoll«tage 
of Chanel black lace, and handbags gro ving 
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where handbags never grew before; the great 
illusion, however, was the feeling it gave the 
onlooker of being in a treetop. 

“Springing Up” and “Doors to Enchant- 
ment” presented one of the happiest of sur- 
realist innovations, trees with shelf drawers 
filled with luxurious dress accessories. 
“Spring in the Distance” showed a strong 
Vermeer influence, except that the Dutch 
painter’s still life groupings never bore 
jewelry on their fruit. “Burnt Offering” 
used a mannequin in a black evening gown 
standing in stylized flames. 

James David Buckley, display director for 
Bergdorf Goodman, and whose handling of 
displays with a surrealistic motif was dis- 
cussed in a recent issue of Life, believes 
that display is an art in itself. In support 
of his contention he writes the following: 

“It is true that heretofore there has been 
no concerted effort to recognize the profes- 
sion as an art because until now it has had 
little claim to the term. The possibilities of 
window displays summoning emotions in an 
audience would rapidly have been dismissed 
as ‘nonsense’ or ‘beside the point’ until emo- 
tions became the most exciting selling points. 
If a painting or stage setting will arouse 
pleasant or unpleasant reactions, the same 
holds true here—if one can accept the sugar- 
coated philosophies that fashion dictates. 

“The story of what to wear has become a 
script or theme treated as seriously and with 
as much finesse and artistry as a stage de- 
sign or canvas. In these compositions mer- 
chandise has become your central motif— 
your leading player that tells the story. 

“Display has exhilirating promises and 
need not steal the already fought-over and 





—Above are two displays by James David 
Buckley; the first shows two birch-bark man- 
nequins standing beside a tilted lamp post 
of antique design, while a peacock, appar- 
ently symbolizing the idea of high fashions, 
is held by one figure. . . . The next display 
was designed for Elizabeth Arden and 
shows giant tissue paper snowflakes falling 
on the upturned face of a lady, to suggest 
a cooling facial treatment. The "lady" 
happens to be a bust of Marie Antoinette. 
The entire setting is done in forced perspec- 
tive and painted in dark, cold tones— 
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accepted forms of other arts—even detailed 
replicas of which, in three dimension, are 
nothing but museum pieces whose only virtue 
is their trueness to the original. 

“There is sufficient material for ‘master- 
pieces’ without trading in an ineffectual, far- 
fetched way upon creations from another 
medium that emerge only as pale transla- 
tions. 

“A window drama based upon a play, for 
example, should be designed from the text 
and not from the scene designer’s originals. 

“There is something purer in this method 
as compared to that which uses the stage- 


designer’s sketches with clothes inspired by 
the colors, the period, ar what have you. 

“A conglomeration of geniuses usually is 
confession of inadequate stimulation from 
within and incidentally makes for an incon- 
sistent impression of store policy and per- 
sonality. 

“Very often there is too much involved in 
the business of ‘managing’ to attend to the 
creative. It follows, then, I suppose, that 
there is genius in contracting free-lance 
aesthetics; but again the character behind 
the windows, the ‘soul,’ God save the word, 
is fitful, uneven. 

“There is an energetic future for a The- 
atre of Fashion with a fresher, more vital 
viewpoint, that will realize and appreciate 
the precious idiom that is its stage. 

“The time element ruins many inspirations 
that must be hurriedly visualized and _ be- 
come ‘tacky’ simply because a schedule must 
be adhered to. An entire change twice, nay, 
once a week, is enough to develop dementia 
praecox in any window aesthete trying to 
retain a level of excellence. 

“An artist’s work is popularized through 
his technique in every form of art, and this 
personal quality is evident in display in the 
merging of a store’s and a display artist’s 
characteristics. 

“Although various methods of merchandis- 
ing require various translations, one well- 
schooled in the profession will be able to 
adapt his style to houses differing as much 
in presentation as Lord & Taylor’s, Bonwit 
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The greatest 


attention compeller 
in DISPLAYS is 


OTION- 





Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
( eyes center there. If you want your 

sales displays seen, if you want 
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—give your displays action. And, 
(any motion, any speed), power 
them on SPEEDWAY Turntables. 
SpeedWay Mig., Co. 
WICC Cicero, TL, 
Wildl ee ap 
SEGALL & SONS 


your message put across to project 
if you want dependable trouble- 
them with SPEEDWAY Flea Power 
These dependable 110v_ back- 

} geared units comprise a complete 
183§ South 

@FIXTURES @MANNEQUINS 
923 ARCH STREET PHILADELPHIA 


(( 

\ 
your “specials” into passers’ minds 
free, long lived, low cost animation 
Motors and Mechanisms, or build 

) line that meets every display con- 

dition. 
WRITE FOR ~ a. (<a 
CATALOG Ti A 
52nd Ave., 

@FORMS @NOVELTIES 

We Invite Your Inquiries 
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Reproduction of Bamboo Poles, in 
natural color on spec.al pliable 
paper-board. In roll form, 48” high 
by 25’ long. Any height obta.n- 
able by matching units. Price per 
roll—$3.75 (West Coast & Canada 
higher), 

Sold through Authorized Distributors 


NALCO, Inc. 


116 E. 27th ST., NEW YORK, N. Y. 
© 1938 


























Display 
World 


The 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the latest authentic informa- 


tion about anything 


which 


in the display line in 


you are interested. If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we’ll find out for you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 


or obligation. 


This service includes an analysis 


of any display problem. 


[]) Do 
() Do 
{) Do 


(0 Air Brushes ~ 
(] Airpainting Equipment 
[) Animated Signs 
[] Artificial Flowers 
(] Artificial Snow 
[) Backgrounds 
[] Background Colors 
|] Background Coverings 
[] Booths, Floats and Exhibits 
[] Brushes and Pens 
[] Card & Mat Board 
|] Cardwriters’ Materials 
[}] Color Lighting 
[] Crepe Papers 
[] Cut-out Letters 
[] Cutting Machines 
[] Decorative Papers 
[] Decalcomania 
[] Display Furniture 
[] Display Forms 
[1 Display Racks 
[] Drawing Boards 
[] Enlarging Projectors 
() Fabrics and Trimmings 
Fixtures 
Flags and Banners 
C) Foils 
[] Fountains 
[] Grass Mats 
[] Invisible Glass r 
[) Lacquering Outfits 
[] Lamp Coloring 
_] Lithographed Displays 
CL) Mannequins 
CL] Mouldings 
() Metal Sheets 
CL) Millinery Heads 
L) Motion Displays 
(J Motion Mechanisms 
(J Natural Foliage 
L] Pageants & Exhibits 
C] Hl Panter (Window) 
er Mache Specialties 
= Sistenvnehe Blowups 
(/ Plastic and Composition Pieces 
L) Price Cards—Tickets 
CL) Price Ticket Holders 
[] Sale Banners 
L) Socks—Window 
L] Show Cards 
CL] Show Card Colors 
[] Show Cases 
() Show Case Lighting 
L) Signs—Card Holders 
CL) Signs—Brass—Bronze 
CL) Signs—Electric 
(2 Sleeve Forms 
CL) Stencil Outfits 
(] Stock Posters 
[] Store Designing 
() Store Fronts 
(J Tackers 
CL) Time Switches 
CL) Turntables 
) Valances 
C) Wall Board 
CL) Window Drapes 
CL) Window Lighting 
CL) Wood Carvings 


you wish a copy of their catalogue? 

you plan to remodel your store soon? 

you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 





Firm 


Display Manager 
Street.... 


City 


State 
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Teller’s, and Macy’s. After all, they are all 
telling the same story in different ways.” 

In discussing some of the surrealistic win- 
dow displays he has used so effectively, 
Buckley says: 

“The list of ‘props’ for a set of windows 
reads quite as ‘romantically’ as a production 
designed by Onslager. For the ‘Elegantes 
in Birch, New York was scoured for the 
following : 

“One life-sized horse; one well-head, large 
enough to hold a mannequin; one garden 
fountain; ome baroque Venetian lamp; one 
peacock; one toadstood, 7 feet high; three 
ancient musical instruments; 300 pounds of 


gravel; one faun, two tanks of water; 80 
yards of rayon plush; one rowboat; two 
swans; 500 butterflies, beetles, and bugs; 


and a profusion of quince blossoms, a troupe 
of wire women covered with  birch-bark, 
signs, colored slides—your tongue in your 
cheek and enthusiasm to work on endlessly! 

“The most extravagant bit of decoration 
indulged in was 350 square feet of grass that 
had to be especially grown for floor cover- 
ings. The most unusual—the searching, 
until twenty-four hours before installation, 
for two mounted swans. As none of the 
taxidermists nor museums in town could 
supply these protected birds, they had to 
be freshly slain so that the show might go 
on. 





CURRENT FIFTH AVENUE DISPLAYS 
CHARACTERIZED BY GAIETY 


[Continued from page 7] 

draped about the show card which bears the 
message, “Spring is Everywhere at Macy's.” 
As the title suggests, the promotion was 
storewide, spring being a theme repeated 
in the interior decoration and the counters 
massed with flowers. Live canaries in cages 
placed here and there on the counters chimed 
in with the music-box tunes to add the final 
note of spring. 

Six windows made up the group featuring 
women’s and children’s apparel and acces- 
sories. Irving C. Eldridge is display direc- 
tor at Macy’s. Music-boxes were by Bliss. 

B. Altman & Co. greeted the Easter season 
with a series of eight lovely windows de- 
signed by Display Director Richard Wallace 
just before his untimely death April 4. They 
followed the theme of “Open Up the Band- 
box and Take Out Spring.” 

In keeping with the title, the central 
motif in each window (not illustrated) was 
a huge bandbox striped yellow and white 
and filled with white tissue, this background 
forming a charming frame for a mannequin 
costumed in brown. Birds of yellow balsa 
wood which appear to be flying around her 
head are fastened to curved white wires 
inside the box. The lid, set at an angle, 
is decorated with a yellow satin bow and 
displays a colorful array of accessories to 
complete the brown costumes featured. 

The yellow birds are shown in flight for- 
mation above this and the show card repeats 
the yellow and white theme as a background 
for the black lettering. Here too, the theme 
is storewide. Inside the vestibule entrance, 


a huge white bird cage is alive with singing 
canaries, fresh Easter plants banked around 
its base concealing the mechanical device 
which plays such appropriate tunes as “The 
Easter Parade.” 


Smaller cages on the coun- 
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ters also contain live canaries, their melo- 
dious trills plainly heard above the hum and 
bustle of the store. 

In a previous series, this store gave over 
its Fifth avenue windows to a display of 
Easter fashions for young people from kin- 
dergarten to sub-deb ages. Blown-up compo 
cut-out heads in fresh natural colors by the 
store’s young fashion artist, Jane Miller, 
were used to decorate the background, the 
windows devoted to juniors also showing 
black and white drawings in life-size. “New 
faces . . . young faces home for the holi- 
days .. .” was the title printed in black 
script across the white wall, while for the 
Toddlers it was revised to read, “baby {aces 

.. fresh faces.” 


” 





Chicago Lighting Firm 
Changes Name 

Reflector & Illuminating Company, manu- 
facturer of Sterling reflectors and Ster- Lite 
fixtures, has announced a change of name 
to Sterling Reflector Company. The new 
name has been adopted to identify the com- 
pany name with its principal products. The 
address remains unchanged—1431 West Hub- 
bard street, Chicago. 
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